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A DISTINGUISHED 
NEW DESIGN IN 
WM. ROGERS x= SON 


THE International Silver Company announces this won- 
derful new pattern with confidencethat it will be a distinct 
contribution to present day sales and profits. 











Flatware Sets are ready for immediate shipment. Tea and 
Dinner Ware to match will be ready for shipment May 1st. 


The GUILD Pattern is an example of finest craftsmanship, 
harmonizing with the ideals and decorative trends of today. 


In GUILD the Viande Knives and Forks reach their most 
perfect form. Sparkling new gift boxes, cases and trays are 
provided. There will be dramatic advertising to give the 
pattern national publicity. Prices on the GUILD are the 
same as in other Wm. Rogers & Son Patterns. Tea Spoons 
at $2.50 per dozen is the lowest retail price established 
in over two generations. 


Send now for demonstration 26 Piece Set in free Crafts- 
man Case to retail at $12.95 with Stainless Knives. A 
complimentary sample Tea Spoon and complete informa- 
tion will be sent on request. 


WM. ROGERS & SON 


GENUINE ORIGINAL ROGERS SILVERFLATE 


CHICAGO ATLANTA NEW YORK ST. LCulS CAN FRANCISCO 
Merchandise Mart 801 lFurt Eldg. 9-11 Maiden Lane Ambassadcr Eidg. 150 Post St. 


09 CEMA. INTERNATIONAL SILVER CO. -A Quarantee of Quality 
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LAMPL—CREATORS OF THE UNUSUAL—AS USUAL 











IN THE VANGUARD 
OF THE VOGUE 


Crafted skilfully to harmonize with 
the new modes in women’s attire, 
the Lampl line of beautiful stone 
pieces presents rare jewelry at 
economies that are— 


IN ACCORD WITH THE PRICE TREND. 
* 


Walter Lampl 


Precious Stone Jewelry 
Gold and Platinum Chains 


20 WEST 47th STREET, NEW YORK 





SURES OA DE =k Saas ™ Ff 














JCWCLERS’ 
CIRCULAR 








SPEAKING OF THE JEWELRY TRADE a4 a a 


The recent annual 
banquet of the Birmingham (Eng- 
land), Jewelers and Silversmiths As- 
sociation was honored by the presence 
of H.R.H. Prince George, who re- 
ferred to the varied activities of the 
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association, and added the pertinent 
statement that what was required in 
the jewelry trade was originality. He 
declared that artistic creations in 
jewelry are not likely to be displaced 
by the standardized product of ma- 
chinery, and that therefore the skill 
of the Birmingham jeweler was like- 
ly to be in permanent demand, pro- 
vided he could adapt himself to tak- 
ing advantage of the changing fash- 
ions and could hold his own against 
competitors in other countries, not 
only in technical efficiency of produc- 
tion, but in quality and design.” 


a 


Now comes Max H. Elbe, 
a retail jeweler at 220 Falls St., Ni- 
agara Falls, N. Y., with a sugges- 
tion that merits attention. Mr. 
Elbe recently received a circular let- 
ter*containing an announcement re- 
garding an advance in prices. “The 
words ‘price advance made _neces- 
sary,” says Mr. Elbe, “‘are ones that 
will stir reluctant buyers to action. 
No matter what the reason given, 
whether it be taxes, higher price for 
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raw materials or supply and demand 
you will find a response. Even no 
reason at all will do.” 

Mr. Elbe urges that the gospel of 
advancing prices be spread and that 
in the jewelry and allied industries 
it be stressed that low price appeal 
has lost its driving force. 

“The public,” says Mr. Elbe, 
“won’t buy on a falling market. 
You won’t buy gilt-edge stocks at 
present bargain prices, but you will 
fall over yourself buying them when 
they are soaring, as they undoubtedly 
will. 

“They have tried everything else. 
Why cannot the manufacturers of 
standard priced merchandise try this? 
Announce a general moderate ad- 
vance in established prices effective 








in 30 days or less, giving the mer- 
chant a chance to advertise it, and the 
public a chance to purchase at the 
prevailing prices in the interim. I 
feel sure that a satisfactory result 
would follow.” 


¢¢ 4 
‘the news published in 


the last issue calling attention to the 
fact that the South African diamond 
mines were to close down in March 
was also published in the daily papers 
with certain embellishments in the 
way of rumors to the effect that this 
closing was done by De Beers inter- 
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ests in retaliation for the action of 
the government in turning over the 
local diamond cutting industry to I. 
Schlesinger, a South African film 
magnate who, report said, might have 
certain concessions in getting the 
Namaqualand diamonds. When this 
report appeared, the National Jewel- 














ers Publicity Association obtained 
cables from London denying the state- 
ment in the following dispatch: 


“Minister of Mines denied in Parlia- 
ment on February Nineteenth that Schles- 
inger has been granted any prospecting 
rights (Stop) There is no connection be- 
tween producing companies closing down 
and any arrangement for working the 
government cutting factory (Stop) The 
mines are closing to husband their re- 
sources and give time for a firm re-estab- 
lishment of the diamond business (Stop) 
There is no question of price cutting as 
government producers are equally inter- 
ested in getting the diamond trade back 
to stability and prosperity.” 

Although the New York Times, 
that published the original report 
later published a retraction, together 
with an official denial by P. R. Botha, 
commercial secretary of the South 
African legation in Washington, the 
correction seems to have not had the 
prominence in our newspapers that 
was given to the false rumors orig- 
inally published. Mr. Botha’s denial 
read: ’ 

“The Commercial secretary of the 


South African Legation in the United 
States has been authorized to announce 




















officially that the government of the 
Union of South Africa has not granted, 
and will under no circumstances what- 
ever entrust, the working of any govern- 
ment diamond area to any individual 


concern.” 


4 4 ¢ 
4d 
The public have been given 


an entirely erroneous idea of the 
danger of the operation of jewel 
thieves by the reports of robberies 
that have appeared in the newspa- 
pers,” said a man well conversant 
with the crime situation recently. 
“Not only have the amounts of these 
private jewelry robberies been exag- 
gerated but a large number of them 
never actually took place.” And he 
then quoted from a recent magazine 
article which showed that the reason 
that the large insurance companies 
have refused to issue jewel theft 
policies to 40 per cent of the New 
York people requesting them was due 
not so much to the number of rob- 
beries but to the fact that the insur- 
ance executives are convinced that 
many jewel thefts were actually en- 
gineered by the owners. According 
to this magazine, this is founded on 
a statement by Robert H. P. Young, 
a prominent insurance official. 


q+ ¢ 4 
oe of Oklahoma City’s 


well known jewelers, Walter C. 
Dean, feels that the diamond line is 
the mainstay of the jewelry business 
and that diamonds properly bought 
and merchandised can be sold in the 
worst as well as the best of times. 
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“But,” said Mr. Dean, “we find that 
this can only be done by having a 
buying standard regarding diamonds. 
We know just what we buy and we 
stick to these qualities. We never 
buy browns or yellows or stones with 
cracks, even for a special. In selling 
our diamonds, we stress color, bril- 
liancy and cut and in merchandising 
our line, we tell the full story to 
our customers, giving a description of 
each stone. We find the term ‘clean’ 
in describing a stone is effective and 
is understood by the customer. In 
checking our stock of loose diamonds, 
we have great satisfaction in seeing 


that the value of the class of mer- 
chandise that we have been purchas- 
ing has had little or no shrinkage. A 
satisfied diamond purchaser will 
prove an asset to every business.” 

In view of the fact that the dia- 
mond is the birthstone for April, and 
enterprising dealers are stressing this 
fact, Mr. Dean’s suggestions may be 
of value. 
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l; the jeweler would 
increase his diamond sales effectively 
it is necessary that the public be edu- 
cated as to just what diamonds will 
do for the wearer and this is a point 
I think can be stressed effectively by 
the diamond dealer at the present 
time,” said Arthur A. Everts, head 
of the great retail jewelry firm at 


Dallas, Tex. “One way to do this 
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successfully, we have found, is 
through a printed or painted display 
card behind the diamond objects 
shown, each card calling attention to 
one or more things which the wear- 
ing of this diamond will do. We use 
such cards in our windows and in our 
advertising and they have proved 
their effectiveness in no uncertain 
way.” 
Some of the cards enclosed by Mr. 
Everts read as follows: 
DIAMONDS 
App To ONE’s SELF-RESPECT 


Anp 1Nn So DoING 
INCREASE ONE’S SELF-CONFIDENCE 


* * 


DIAMONDS 
SPEAK SILENTLY BUT SURELY 
For THE WEARER 
COMPLIMENTARY WorpDs WHICH ONE 
CouLp Nor AFFoRD TO SAY FOR ONESELF 


* * * 
DIAMONDS 
SUGGEST PROSPERITY AND SUCCESS 
Anp LEND A FASCINATION 
INDESCRIBABLE BUT EVIDENT 
Mr. Everts suggests that the cards 
can be made by local card writers, 
but that if this is not convenient, his 
firm, which has had a number of 
extra cards printed on antique ivory 
cardboard, hand painted, will be glad 
to let their brother jewelers have 
them for practically the cost of pro- 
duction. Mr. Everts concludes: 
“Tf we all use our brains over- 
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time, we may be able to bring out 
some very helpful selling thoughts 
that will increase business now.” 
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F ew concerns in an 
line of business can boast of the fact 
that they are more than a century old 
but this is the privilege that has come 
to the Gorham Co. The years that 
have passed since Jabez Gorham and 
Henry L. Webster first fashioned 
their silverspoons in Providence in 
1831 have been a period of steady 
development in the history of the 
business they founded —a_ business 
which later absorbed many other sil- 
verware concerns of outstanding 
reputation. Jabez Gorham in 1847 
was succeeded by his son John Gor- 
ham, and their successors today can 
look back with pride both on the 
steady development of the business 
and the continued reputation for high 
standards and quality which have 
ever been maintained. The ‘con- 
gratulations they have been receiving 
on the long and honorable career of 
the concern are as deserved as they 
are numerous. Incidentally it might 
be remarked that the well known 
trademark of the concern, the anchor, 
lion and “G,” by a strange coinci- 
dence is similar to the Birmingham 
hallmark that was used in 1831 and 
tends to emphasize the date of the 
founding of this business. 


¢ 44 


As pointed out in an 
article in our last issue, individuality 
in packaging is one of the factors 
that lends prestige to a jewelry store 
and some of our big houses are capi- 
talizing the fact that a gift from their 
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store is immediately recognized by 
the recipient even before it is opened. 
Individuality can be stressed even by 
the paper used, both as to its wrapping 
quality and color. One of the leading 
manufacturers of fibre paper has em- 
phasized the fact that the fine polished 
surface, soft pastel shades and the 
rich moire design that they are of- 
fering to jewelers not only commands 
instant attention but helps to convey 
the impression of “quality” so neces- 
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sary in keeping up the prestige of the 
jeweler’s name. “Tt’s the little 
things that count in the jewelry busi- 
ness,” said a progressive New York 
jeweler speaking on this subject re- 
cently, “and wrapping paper is im- 
portant among such little things.” 
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A falling market 


always tends to curtail buying, but 
conditions in the jewelry trade re- 
cently have been such that many re- 
tailers who have felt the necessity of 
increasing their stock have held off 
longer than they should, waiting to 
buy at the bottom. As one dealer 
expressed it: “I would buy now if 
I did not believe that by holding 
back I could get the firms competing 
for my trade to give me even a better 
price in a week or two.” Those 
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dealers who are waiting for the bot- 
tom to be reached as well as others 
interested in replenishing their watch 
stocks will be particularly interested 
in the action of the Gruen Watch 
Makers Guild, which, after a recent 
sales conference, concluded to stabil- 
ize the retail jewelry business by 
guaranteeing prices for 1932. Ina re- 
cent circular the concern says: 

“It is generally agreed that a cha- 
otic condition exists in all businesses, 
chiefly due to lack of confidence as to 
prices in many commodities. 

“In the watch industry very dras- 
tic cuts were made last year by a 
number of leading makers. These were 
due primarily to heavy inventories 
and to obsolete numbers. The cuts 
in prices were not due to manufac- 
turing economies. More recently 
additional makes were added to the 
list, all of which has a tendency to 
further disturb the standard of watch 
values. 

“We go on record that as far as 
Gruen is concerned, we guarantee 
there will be no price reductions in 
Gruen Watches during 1932 for 
watches billed during 1932. 

“This is a departure—and a fur- 
ther strengthening of our price policy. 
Frankly, it is done to permit dealers 
to plan watch buying with certainty.” 
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Fes remark of the late 
Gen. Winfield Scott Hancock that 
“the tariff was a local issue” proved 
him to be a poor politician and may 
have lost him the presidency, but 
time has proved that he knew where- 
of he spoke. Many requests that have 
come to THE JEWELERS’ CIRCULAR 
to support this or that proposed 
tariff measure would indicate that 
the jewelers in various sections, ir- 
respective of party, are supporting 
tariff changes felt to be of immediate 
benefit to their locality. For in- 
stance, we have a request from the 
Oklahoma Retail Jewelers Associa- 
tion signed not only by the officers 
but by the leading jewelers of the 
state, urging us to get the trade to 
vote for a tariff or a tax on oil with- 
out without which, they feel, all in- 
dustry and business in their section 
cannot recover. Prominent jewelers 
in the vicinity of Bisbee, Ariz., urge 
us to get the trade to help back a 
bill for a tariff of five cents a pound 
on copper presented by their represen- 
tative in Washington, while some of 
the jewelers of the Northwest have 
urged us to help them in getting 
support that will protect the farmers 
against the competition of Canadian 
wheat. 

While THE JEWELERS’ CIRCULAR, 
as a national magazine, can take no 
part in tariff legislation, especially 
that for the benefit of a particular 
locality, we can understand and sym- 
pathize with the motives of those 
who have made these requests and 
give this publicity to their letters as 
a matter of news interest. 
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; we of Richmond, 
Ind., recently put on a new sort of 
sale to aid in the anti-hoarding cam- 
paign as well as to sell some mer- 
chandise, and it went over with a 
bang. 

Much the same as collectors of 
rare coins, the dealers placed a spe- 
cial premium on the old large-sized 
paper money. For two days a per- 
son with one of the old bills of $1 
denomination might buy merchandise 
valued at $1.20. The “hardluck” $2 
bill was worth $2.40 in buying 
power ; $5 bills were worth $6; $10 
bills were worth $12 and so on in 
the same proportion. 

It was agreed that virtually all of 
these bills represented hoarded money 
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and none of the extra values were 
given unless the purchaser made his 
purchase with one or more of them. 
At the close of the offering, the bills 
were exchanged at the banks to be 
retired from further circluation. 
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L. M. Campbell, 
president of the New York State Re- 
tail Jewelers’ Association, has set out 
an encouraging letter to members on 
present business conditions. Accom- 
panying the letter is a cartoon show- 
ing a hen hard at work digging 


9° 








worms. Under the caption “Dig for 
What You Get?” the text says: 

“We could take a lesson from the 
hen. Hard times mean nothing to her. 
She just keeps on digging worms and 
—laying eggs. 

“If it is dry, she just digs deeper. 
If it is hard, she digs harder. 

“There are no pessimists among 
hens. They don’t starve to death 
waiting for worms to come to the 
surface. 

“She don’t squawk about hard 
times. She saves her energy for dig- 
ging worms—and her cackle for re- 
joicing over eggs. 

“Why can’t we all be more like 
this bird? Don’t squawk about bad 
business and have a funeral every day. 
Dig for business and cackle about 
that for a while.” 
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Te news from London 


that Queen Mary has ordered va- 
rious articles from the jewelry sec- 
tion of the British Industries Fair 
mostly in a blue tint, may prove as 
interesting to the jewelers on this 
side of the Atlantic as it does to 
those in England inasmuch as it may 
mean that the queen has set a new 
color fashion in jewelry trade that 
will have its reflection in the United 
States. It is therefore possible the 
“Jewelry Blues” may prove a more 
popular theme song to the industry 
in the present year than it did in 1930 
and the latter part of 1929. 











MOTHERS’ DAY 


May 8th, 1932 


Make Her Dream Come True 


THE JEWELERS’ CIRCULAR 
for April, 1932 











MOTHERS’ DAY OFFERS 
BUSINESS OPPORTUNITIES 








Mothers’ Day, celebrated 


this year on May 8, has become a national institution, an 
occasion which offers opportunity to the jeweler which 
if properly developed can result in sales and profits. 

The day has been commercialized by other lines of 
trade, which eliminates any sensitiveness a jeweler may 
feel in making a bid for the gift business resulting from 
the commemoration of a great occasion. 

Decide now upon some promotional plan that will at- 
tract your share of the dollars that will be expended for 
gifts. ‘The idea need not be elaborate or involve a great 
expenditure of money, effort or time. 

Analyze your possible prospects, people who can be at- 
tracted to your store to purchase their Mothers’ Day gifts. 
If you are a neighborhood store, you can in a limited way 
secure your share of the community business. If you oper- 
ate on a larger plan, there are more extensive promotional 
methods that can be employed. But regardless of your 
size or location make some effort, in some mannex to 
at least profit by the opportunity the day offers. 


For the larger stores, those with advertising appropria- 
tions and locations justifying their resorting to newspaper 
publicity a consistent campaign, having the Mothers’ Day 
theme song running through the copy will result in 
better business. 

A well planned newspaper campaign was used last year 
by the Hess & Culbertson Jewelry Co., St. Louis, Mo., 
and according to Leo J. Vogt, president of the company, 
direct business was traced from this pubticity. 

In commenting upon the general idea he said, ‘““We 
also had an appropriate Mothers’ Day window and feel 
that we were entirely justified in our effort as we had 
quite a bit of activity—particularly a day or two before 
Mothers’ Day.” 

Note the advertisements on this page. Borders are 
the same on all copy, making them easy to identify. The 
little silhouette. of a mother, remindful of the event, is tied 





into each ad, with the line at the top calling attention to 
Mothers’ Day and the date. 


J. Herbert Hall of Pasadena, Cal., in his copy used 
the sentimental editorial appeal without illustrations of 
merchandise as did the Smith-Patterson Co., Boston, 
Mass. 

Direct mail advertising to your customer list, with a 
number of items illustrated will concentrate attention on 
your store as featuring Mothers’ Day gifts. If your list 
is, classified you can select more intelligently those that 
should receive the mailing. 


a stores using broadcast 
advertising have a tremendous advantage in presenting 
sketches appropriate.to the day. These can be followed 
with announcements, listing a number of gift articles. 
The neighborhood jeweler should have a mailing list of 
those within his trade zone. Prepare a letter calling 
attenticn to the items that you are featuring suitable for 
gifts. et some sentiment into the letter in your open- 
ing paragraphs. Have a little folder to enclose with 
the letter. 

If you are near a school, hold a contest for the best 
essay on “Mother,’”’ another for the best drawing of a 
mother. Have popular priced items that youngsters can 
aftord to buy for gifts. 
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Newspaper Ads Used Last Year to Promote Jewelry as Appropriate Gifts for Mothers’ Day 
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Regardless of the amount an individual may have to 
spend for jewelry, or merchandise sold through 
jewelry stores, C. D. Peacock (Inc.), Chicago, at- 
tempts to attract this business to its store. Much 
of the promotional effort is directed toward break- 
ing down any “High-Hat” resistance that may exist 
in the minds of many who feel small purchases are 
not welcome. Just how this magnificent store pro- 
ceeds to do this job of inviting all to buy, is told in 
detail by an executive of the company 











2 em a prominent 
business corner in Chicago since 1837, C. D. Peacock 
(Inc.) has never been stampeded into any drastic sales 
policy or bombastic advertising appeals, according to Fred 
Slaten, an executive of the-company. The concern has 
always been located in the heart of the business district, 
easily accessible to everyone in need of the merchandise 
carried in the store. 

“We can’t afford to stand aloof,” said Mr. Slaten. 
“Out there in the street many people, from the indi- 
vidual in a taxicab to the truck driver, and the thousands 
of pedestrians, pass our store daily. Our appeal in win- 
dow display advertising is diversified to attract each mem- 
ber of this mass of potential customers and our windows 

















A P 
"HIGH-HAT" 


feature merchandise meeting their jewelry needs. We 
even advertise in street cars that don’t come into the 
‘loop’ district. We do this purposely to break down 
any resistance toward our store. We don’t want people 
saying that they ‘can’t afford to buy at C. D. Peacock’s.’ 
Right now we are stressing diamond rings from $125 
to $300 in our State St. windows. Around the corner 
a $1.98 pen set is featured to appeal to students. Jade 
beads at $12.50 are displayed in other windows with 
expensive pieces shown separately in individual window 
cases. We place a price ticket on everything displayed 
in the windows up to $1,000 and believe this is good 
business. 

“The large window in the lobby of the Palmer House 
displays costume and other novelty jewelry with each 
item priced. It’s surprising how 
many letters we get from people who 
have shopped the window after the 
store is closed, leave Chicago, and 
request that we send a certain item 
to some friend or relative. The price 
tag has its influence in making sales 
of this character. Windows are 
changed frequently. None are per- 
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MME. HAMILTON JEFFRIES 


Summary of Mme. Jeffries Remarks 


1. The cycle of style was described and how 
present: day. fashions are developed and adopted 
from these trends. 


2. Advanced garment trends were illustrated on 
iarge charts, visualizing the new opportunity offered 
in designing jewelry for the accepted Spring fashions. 


3. The source of style and how visiting celebrities 
to the French capital or important events often in- 
fluence a new fashion trend was explained. Definite 
examples were cited such as the sports influence 
which received its impetus from the Lindbergh 
flight and Olympic games. These events introduced 
a vogue of all-over metal jewelry in odd finishes and 
motifs. The visit of the Maharajah to European 
capitals, with all the splendor of his court, empha- 
sized the importance of evening jewelry with its 
vogue for pearls and brilliant pieces. It was also 
explained how wars, and other important events, 
and the adoption of certain dress and jewelry modes 
by public heroes or favorite picture stars are respons- 
ible for style trends. 


4. The finishes and colors of fabrics for dresses, 
the tight or loosely woven materials for coatings and 
the metallic sheen on satins, including the rough 
crepes for evening, demand different types of 
mountings in fine jewelry as well as in the popular 
priced realm. 


5. False promotions or an over-exploiting of an 
articlé frequently throws it into peak production, 
flooding the market and thereby killing the style. 


6. It has been found in garmentry that styles start- 
ing at the top and working down to the lower levels, 
experience a longer selling season and a healthier 
acceptance than when they force through from the 
lower grades, the cape shoulder dress being an ex- 
ception to this rule. This mode, after being allowed 
to die, was revived and exploited one year after. 


NEW ENGLAND 









SPONSOR STYLE 
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F the manufacturing 
jewelers of Providence and vicinity have not become style 
conscious it is no fault of the work of the New England 
Manufacturing Jewelers & Silversmiths Association, 
which beginning Tuesday, March 1, inaugurated the 
first of a series of meetings to forecast style and color 
trends in jewelry. The first meeting held at 7:30 in 
Memorial Hall of the Rhode Island School of Design 
under the auspices of the Association not only proved a 
tremendous success but an event of distinct importance 
to the manufacturing interests of the city. Memorial 
Hall was crowded to capacity, considerably over 500 at- 
tending and listening to the presentation of Fall and 
Winter fashion trends by Miss Jane Ellis, fashion and 
promotion adviser of the association and Madame Hamil- 
ton Jeffries, fashion editor of THE JEWELERS CIRCULAR. 
In the audience were representatives of the jewelry 
firms within and without the membership of the New 
England Manufacturing Jewelers & Silversmiths Asso- 
ciation as well as a number of the students of the Rhode 
Island School and faculty. 

The meeting was opened by President Garner of the 
association followed by a brief introduction by Col. John 
J. Collins, chairman of the Style Committee. He ex- 
plained briefly the work of his committee in arranging 
to ‘put the New England jewelers in touch with the 


Interesting necklines in two-toned combinations. Two-tone 


ball medallion designs in odd clips and buckles. 
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MFG. JEWELERS 
TREND RESEARCH 


general fashion trends that are dominating dress and ma- 
terials that form the background for the jewelry which 
they must make, telling how the committee had come 
into being, what its work had been so far, and what is 
planned for the future. 

Madame Hamilton Jeffries, fashion editor of THE 
JEWELERS’ CIRCULAR, who was the first speaker, ex- 
plained the forces that dominate fashion and style trend, 
where and how they originate, how they are determined 
and their relation to the different industries, their effects 
on form and design as well as on color and material. 
In her talk she exhibited swatches of the new materials 
for the summer and fall showing the different textures 
and colors that will dominate in silks, woolens, worsteds 
and other fabrics, explaining the effect that these would 
have as the background of jewelry. She went particu- 
larly into the color contrasts and combinations and the 
relation of the form of the new jewelry to neckline, hair- 
line, sleeve line and other characteristics of the new 
mode. 

Madame Jeffries was followed by Miss Ellis, fashion 
adviser of the association, whose address was illustrated 
by a series of charts indicating the form of novelty jewelry 
as now coming out in Paris which were made from 
sketches obtained from the Paris office of THE JEWELERS’ 

(Turn to page 69) 


Novelties typifying Zebra stripes and grapes, fashionable waist 
buckles, buttons, unusual clips and buckles. 
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JANE ELLIS 


Salient Points Raised by Miss Ellis 


1. Today every piece in jewelry goes with the 
individual costume or group of costumes. There- 
fore the new emphasis on color, and the new em- 
phasis on costume trends. Clips, for instance, are 
not only ornamental, but useful and necessary on 
new necklines. Chokers take on new significance 
with the new high necklines. The application of 
fashion trends in jewelry to identical fashion trends 
in colors and clothes is important. 


2. The style story in jewelry is not a department 
store story. It is a story on the complete trend in 
fashion jewelry. The difference lies in the applica- 
tion of these fashion trends. The eastern distribu- 
tion centers work more quickly with a fashion 
jewelry trend. Time is a factor in fashion jewelry 
distribution. AA woman must not buy a piece of 
jewelry, bracelet, necklace or rings without a clear 
idea of the outfit with which she will wear it. She 
must have her costume first and then go in search 
of an ornament that will complete it. And only with 
this particular costume should she wear it, unless 
of course, she has a second costume with which it 
is equally good. 


3. Interpretation is a factor in distribution. The 
fundamental fashion jewelry trends are the same, 
but the public in various centers responds differ- 
ently. 


4. Individuality must determine a manufacturer’s 
products. 


5. Metal is in the fashion picture for jewelry, 
and never more so than now. 


6. New themes are constantly cropping up in the 
fashion picture and are a constant source cf in- 
spiration for jewelry. 














MURRAY 


ue 
| ree rent, did you say? 
You don’t mean free rent, do you, Old Vet? In that 
case, I’m not nearly so busy as I thought. I have plenty 
of time to hear a story like that.” Don Patty, the 
jeweler, settled back to hear what the Old Veteran had 
to say. 

“Yes, sir, free rent!” he began. “I’ll explain. Un- 
questionably, the jewelry store is recognized as the fine 
store of the community. However, we are faced by the 
fact that, in spite of this acknowledged prestige, the drug 
store, the department store, the hardware store, the 
specialty store, all have taken away part of the business 
in lines formerly sold exclusively in the jewelry store. 

“Furthermore, some lines within the jewelry store 
have died of their own accord, or are quite sick. But 
there is no use listing those items. At the same time 
nothing has come in recently to replace this lost volume. 

“Now, Don, regardless of those losses the jeweler is 
still saddled with the same rent, heat, light and overhead. 
Therefore, if he can find some additional line that can 
be handled by his present organization, that extra busi- 
ness will, for all practical purposes, be absolutely free of 
rent and all other overhead.” 

“For instance?” 


“Perfume.” 
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SALES OF SCENT 


FRENCH 


“Perfume? Now I ask you—-why perfume?” 

The Old Veteran pulled out his well-worn note book. 
As he leafed through it he found the following reasons 
for handling perfume in a jewelry store: 

1. Perfume is a gift item, therefore fits into the jewelry 
store, long recognized as gift headquarters. 

2. Perfume is a “natural” in a jewelry store because 
it appeals to the human inclination toward beauty, vanity 
and adornment. ‘The same class of people who love fine 
jewelry are also the best prospects for perfume. Con- 
versely, the customers who come in for perfume are hand- 
picked prospects for jewelry. 

3. Perfume is a prestige item. Its beautiful flacons 
fit naturally into the jewelry store atmosphere. The 
jeweler’s name linked up with the perfumer’s name gives 
the perfume an enviable desirability. 

4. Perfume adds to the style background of the jewelry 
store. 

5. Any woman would prefer to buy perfume in a 
jewelry store rather than in a department store. The 
surroundings are more in keeping with the product, and 
she is waited on by an infinitely higher class salesperson. 

6. Perfume is ideal for the man who wants to give 
“something nice but not too personal.” 


7. Few men, however, dare to brave the feminine at- 
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mosphere of a department store cosmetic counter. ‘They 
panic at the thought. But they feel perfectly comfortable 
buying perfume in a jewelry store. 

8. Perfume in a jewelry store is “news.” It excites 
curiosity and furnishes excellent bridge table conversa- 
tion—especially if given as the prize. 

9, Perfume is a replacement item. Unlike the other 
merchandise of the jeweler, it is “consumed.” It is a 
perfect gift, but not one of those “Gifts That Last.” 
For years jewelers have wished for merchandise that 
would give satisfaction, yet would “wear out.” Here it is. 

10. Perfume is an all-year item. It helps to fill up 
those terrible valleys between June and December and 
between December and June. In so doing it brings in a 
good amount of “store traffic,” so badly needed by the 
jeweler. 

11. The demand for perfume exists already. 
not have to be created. 


It does 


12. Perfume requires no expert or technical knowledge 
to sell. It needs only an attractive personality combined 
with the well-known “vision and enthusiasm,” the same 
qualities needed to sell jewelry. 

13. Perfume requires no servicing, no free repairing 
or engraving. It needs no expensive boxes, since it comes 
already attractively boxed, labelled, sealed and ready to 
hand to the customer. 
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14. Perfume can be “demonstrated.” It does not have 
to be sold on blank faith, as is the case with so much of 
the jeweler’s merchandise. 

15. Perfume is at once a large sale item and a small 
sale item, therefore appeals to everybody. A person may 
spend one dollar or forty dollars, just as he likes. 

16. Perfume requires a small amount of space, no ex- 
pensive fixtures and a surprisingly small investment. 

17. The prices are protected in the “class” lines. ‘The 
jeweler has no cut-throat competition on perfume. 

18. Perfume is as near a sure-fire producer of net profit 
as anything a jeweler can handle. There are no wastes, 
no depreciation, no markdowns, no going-out-of-style, no 


losses. 


The Old Veteran said gravely: 
“T now turn the witness over to the defense.” 

“Well, I would say you have been talking to some 
perfume manufacturer,” Patty remarked. 

“And what if I have? They’re not such a bad lot, 
either. And most of them are anxious to do business 
with the jeweler in just the way the jeweler likes.” 

Patty straightened up in his chair. “You said some- 
thing about sure-fire net profit. Now, I'll admit that’s 

(Turn to page 68) 
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Outlook for April 


PRINGTIME is ring-time, ac- 
cording to the old saying, and 
this is as true today as it has been 
at any time in the past even during 
the eras of greatest prosperity. For 
springtime is the season of sentiment 
and love—the two forces on which 
the jeweler can profitably capitalize 
for they are prime factors in exciting 
the gift spirit. The jeweler who ties 
up his sales promotion to this sen- 
timent and love interest is bound to 
develop business. 
But in addition to the above, April 
this year should mark a period of ac- 
tivity in our trade inasmuch as the 
readjustment of business generally in 
the past three months as well as the 
economic relief extended business by 
legislation of all sorts foretells the 
dawn of 2 new era where employ- 
ment is beginning to succeed idleness ; 
activity beginning to succeed stagna- 
tion, and hopefulness beginning to 
dissipate clouds of gloom that have 
distressed us for nearly three years. 


4 4 


International Jewelry 
‘Congress Postponed 


OTICES received from the In- 

ternational Bureau of Manu- 
facturers’, Wholesale Merchants’ and 
Retailers’ Associations in Jewelry, 
Gold and Silverware, indicates a 
postponement of the International 
Congress that was to be held in Rome 
on April 15-17 this year. ‘The post- 
ponement is announced in view of the 
prevailing depressed conditions of 
business throughout the world and is 
in accordance with the suggestions of 
the Italian Confederation after sev- 
eral countries had proposed that the 
Congress be deferred. The postpone- 
ment, according to the notice, is for 


one year, but the exact date has not 


yet been decided on. 

This International Congress, it 
will be remembered, has been held 
for sometime past on even years and 


has been preceded by an International 
Conference held in odd years which 
prepared the resolutions and program 
or agenda which the later Congress 


was to follow. The conference last 
year was held at The Hague in Hol- 
land and the Board in charge con- 
sisted of a delegate from the jewelry 
organizations of Belgium, France, 
Great Britain, Italy, Netherland and 
Switzerland. 

The resolutions of previous Con- 
gresses have dealt with subjects such 
as cultured pearls, the testing of 





QUALITY COMING BACK 


—We’ve all made mistakes during the past 
hectic year or so, but the greatest of all 
these mistakes is that of cheapening our 
products. When the true story of Qual- 
ity’s Rape has been written it will make 
the bones of our Ancestors rattle in their 
graves. Many fine names and reputa- 
tions have been sacrificed before the Altar 
of Cut Prices. 


—And yet, Quality is coming back. The 
Public whose purse is power, is beginning 
to rebel against cheap things. They may 
still be Price Conscious, but they are cer- 
tainly becoming doubly Quality Conscious. 
And that means the beginning of better 
times for all of us. 


, Oe a 


President 





pearls and precious stones, the metric 
carat, standards for platinum, gold 
and silverware, etc., erroneous use of 
names of precious metals in adver- 
tisements, and many other topics in 
which the American jewelry trade 
have a vital interest, and it is to be 
regretted that representatives from 
this country have not participated in 
the past. Had the Congress been 
held as originally planned in Rome 
beginning April 15, it would have 
been impossible to have made any 
arrangements for representation by 
any of our organizations, but the post- 
ponement for. one year may provide 
an opportunity for our manufac- 
turers, importers and retailers as well 
as wholesalers to arrange now for 
such representation in order that the 
views of our industries in the precious 
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metal, gem and watch trade may be 
expressed in the world-wide discys- 
sion of standards so important to 
them all at the present time. 


¢¢ 4 


The Capper-Kelly Bill 


HE action of the Senate Com- 

mittee on Interstate Commerce 
last month in reporting to that body 
without division, without amendment 
and without recommendation, the 
Capper- Kelly Fair Trade Bill 
(S.97) is considered a distinct vic- 
tory by friends of price maintenance 
both within and without the jewelry 
trade. The Senate Committee has 
been holding hearings on the bill for 
quite a while and its action at the 
executive. session, March 5, -in order- 
ing the bill reported with a summary 
of the testimony for and against it, 
is considered a very unusual situation 
as it has rarely been done in measures 
of this kind. But, according to the 
American Fair Trade League and 
others sponsoring legislation, the ac- 
tion unquestionably reflects the coun- 
try-wide demand for relief from the 
present predatory price cutting con- 
ditions as well as the desire for relief 
from the confusion in the law to 
which the courts and Federal Trade 
Commission have repeatedly called to 
the attention of Congress. 


With the bill on the Senate calen- 
dar, its proponents are making every 
effort to bring influence on the in- 
dividual Senators to get a favorable 
vote at the earliest possible moment 
and the ANRJA has sent out a special 
appeal to the officers of state associa- 
tions to work for its support. 

The fact that the bill was passed 
by the House last year, even though 
its text was badly crippled by amend- 
ments, encourages its sponsors in the 
belief that they can get it through 
the House in proper form now. Con- 
sequently, the strongest effort is be- 
ing made to get favorable considera- 
tion by the upper chamber at this 
time. 
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Tax Fight Still On 


RRESPECTIVE of any action 
taken by the House of Represen- 
tatives, the question of Federal taxes 


remains unsettled until after the 
United States Senate has acted on 
the revenue measure and perhaps un- 
til after the Conference Committee 
of the two Houses have finally set- 
tled the schedules. Jewelers, there- 
fore, should realize that the menace 
of a special tax on their products still 
hangs over them and they must be 
ready and willing at all times to co- 
operate with the tax committee of the 
trade in any and every attempt to 
educate our legislators against the 
folly of special taxation. 

We must prepare for some form 
of tax on business but what form it 
will take now that the manufacturers’ 
sales tax has been defeated remains 
to be seen. While jewelers may have 
a preference among the forms of 
taxation, their main interest lies in 
having Congress enact a tax that will 
apply to all business and not to a few 
selected industries. It is against a 
selective tax of any kind and against 
the luxury tax in particular that they 
must use all their influence. Jewelers 
must be willing to acquiesce in any 
other form of taxation of a general 
character that Congress in its wisdom 
may choose to select. 

While awaiting the action of the 
Senate Finance Committee on the 
Revenue Bill, every retail jeweler 
should use what influence he has in 
his community among his friends, as- 
sociates, business acquaintances, news- 
papers and in any other fields, to 
explain the unfairness and_ useless- 
ness of selective taxes, and must 
bring pressure to bear upon his Con- 
gressional representatives to align 
them against selective projects of any 
form. 

Jewelers also should at once make 
every effort that they can to have 
their local business bodies, merchants 
associations and boards of trade vote 
“No” to Question 8, on Referendum 
No. 60 sent out by the Chamber of 
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He knows which one will save him 





Commerce of the United States, 
which suggests “excise taxes of low 
rates upon a broad range of articles 
of wide use and not of first neces- 
sity.” Action should be taken at 
once to get a negative vote on this 
referendum as the period in which 
the local organizations’ ballots may 
be cast expires April 4. 


+ 4 


A Notable Success 


HE American National Retail 

Jewelers Association has reason 
to be congratulated on the success of 
the “National Watch Cleaning and 
Jewelry Repair Week,” beginning 
Feb. 24, which was held under the 
auspices of that body. The final tab- 
ulation of the jewelers who coop- 
erated in the campaign shows that 
1457 stores in 853 cities made a fea- 
ture of this week and used the large 
colored posters supplied by the asso- 
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ciation urging customers to put their 
watches in order and revamp their 
jewelry. 

One notable feature of this cam- 
paign was that it spread to every sec- 
tion of the country; for not only did 
the jewelers participating come from 
48 states and the District of Colum- 
bia, but also from Hawaii, and even 
two Canadian jewelers took advan- 
tage of the opportunity to get busi- 
ness in repairing. 

That part of the success of the 
campaign was due to the fine coop- 
eration given by the trade press, as 
was shown in the special feature ar- 
ticles in THE JEWELERS’ CIRCULAR, 
is acknowledged thankfully by the 
officers of the A. N. R. J. A., but 
from the number who participated 
and the fact that they covered every 
part of the country, there is no doubt 
that the idea struck a responsive cord. 
It is, therefore, probable that Na- 
tional Watch Cleaning and Jewelry 
Repair Week may become an annual 
feature with the jewelry trade. 
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MERCHANDISING 


Day by Day Suggestions 











DIAMONDS for 

April. Feature 
the birthstone of the 
month today in ad- 
vertising copy and 
window displays. 
Start the month with 
an aggressive cam- 
paign for new busi- 
ness. New lines and 
new styles create con- 
sumer demand. 


Be ready today 

with a special 
week-end ‘‘house- 
cleaning” sale. Ad- 
vertise this event in 
your local news- 
papers and send out 
a circular to your 
mailing list. Price 
tables may be used to 
advantage in develop- 
ing additional sales. 
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4 Style appeal is a 
strong April sell- 
ing aid. Display fine 
DIAMOND JEWEL- 
RY, with special at- 
tention to your latest 
creations. Continue 
to stress the diamond 
as the April birth- 
stone in advertising 
and in your window 
cards. 





5 Post-Easter wed- 

dings offer 
STERLING SILVER 
selling opportunities. 
Feature new patterns 
at present low prices. 
Show a special win- 
dow display of selec- 
ted pieces of hollow 
and flatware today 
and invite inspection 
in your advertising. 


A showing of 

fine COSTUME 
JEWELRY for that 
new spring gown will 
arrest purchaser at- 
tention. Display new 
offerings with sam- 
ples of the latest 
dress fabrics. A let- 
ter to a selected list 
will help stimulate 
sales. 


Keep the George 

Washington Bi- 
centennial Celebra- 
tion alive in your 
store. Get in touch 
with your local his- 
torical societies and 
arrange a window 
display in honor of 
the celebration. In- 
vite customer atten- 
tion in advertising. 


Springtime is 

styletime. People 
are in the mood to 
buy new merchan- 
dise at attractive 
prices. Show women’s 
fine WRIST 
WATCHES today 
and advertise a num- 
ber of special offer- 
ings. Feature style 
appeal and quality. 





Every week-end 

offers a new sales 
opportunity. Make a 
special effort to at- 
tract more trade. Of- 
fer a number of 
specials for today 
only and plan to fea- 
ture SILVERWARE 
as the appropriate 
gift for the spring 
bride. 








business week 
with a display of gifts 
for spring brides- 
maids. Keep your 
advertising copy talk- 
ing about your store 
as headquarters for 
wedding gifts. Fea- 
ture new diamond 
JEWELRY as wed- 
ding gifts. 


1 Start the new 


1 Give MEN’S 
JEWELRY a 
place in the merchan- 
dising program by 
showing a window 
devoted exclusively 
to the latest offerings. 
Tie in this display 
with a strong adver- 
tising appeal.  In- 
clude watches and 
watch attachments. 








] The birthday 

of Thomas 
Jefferson may be 
made the subject of 
a window display. 
Show likeness of 
third president with 
placard giving date 
of birth and other 
data. Also copy of 
Declaration of Inde- 
pendence. 





] Electric clocks 

are becoming 
more and more popu- 
lar every day. Dis- 
play and advertise 
the latest models 
today. Offer a new 
electric clock as a 
prize to the person 
loaning the oldest 
“old timer” in this 
contest. 





1 5 Are you fol- 

lowing up on 
‘‘National Watch 
Cleaning and Jewelry 
Repair Week” by 
keeping your service 
before the public? 
A brisk repair busi- 
ness builds store traf- 
fic. Advertise your 
store as headquarters 
for this work. 





1 Make this Sat- 
urday of spe- 
cial interest to young 
folk. Prepare a 
week-end window dis- 
play of gifts for boys 
and girls. Invite 
them to visit your 
store. Offer attrac- 
tive merchandise at 
reduced prices. 
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CALENDAR for April 22% 


for Improving Spring Trade 
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1 Start the 
week’s selling 
campaign with a dis- 
play of GIFT and 
ARTWARES.  Fea- 
ture glass and china- 
ware and show vases 
and bowls with 
spring flowers in win- 
dows and about the 
store to show use of 
merchandise. 


1 Patriots’ Day, 

the Anniver- 
sary of the Battle of 
Lexington, offers an 
opportunity to pre- 
pare an_ attractive 
window display in 
which the Washing- 
ton Bicentennial cele- 
bration motif may 
be utilized. Show 
WRIST WATCHES. 


2 Feature fine 

perfumes to- 
day in window dis- 
plays and advertising 
copy. A letter to a 
carefully selected 
mailing list should 
stress your store as 
headquarters for dis- 
criminating purchas- 
ers. Develop this 
business. 





2 A well select- 

ed line of 
watch attachments 
displayed near your 
watch counter or the 
repair department 
will attract customer 
attention. Advertise 
this merchandise to- 
day and give it a 
place in your window 
displays. 


2 Are you keep- 

ing in touch 
with athletic organi- 
zations in your sell- 
ing area? Outdoor 
sports offer opportu- 
nities to sell trophies. 
Get out a special let- 
ter today and invite 
inspection of your 
stock. 


2 Another week- 

end opportu- 
nity for a_ special 
sale. Advertise this 
event ahead and be 
ready with selected 
merchandise at re- 
duced prices. Clear 
out as much slow 
moving stock as pos- 
sible. Use price 
tables today. 








2 Boys’ week 

starts today. It 
is a national event. 
Tie in your advertis- 
ing and window dis- 
plays to promote the 
sale of merchandise 
suitable for boys. In- 
vite them to your 
store during the 
week. 


bo Plan an essay 

contest for 
Boys’ Week on the 
life of George Wash- 
ington. Offer prizes 
and prepare a Wash- 
ington Bicentennial 
window display. Urge 
the boys to bring 
their essays to your 
store. 


2 Be ready with 
a window dis- 
play featuring fine 
STATIONERY. In- 
clude gold and silver 
pencils, fountain 
pens and desk sets. 
Individual stationery 
appeals to young 
folk. Feature it in 
display and invite a 
visit to your store. 


28 Advertise the 
Boys’ Week 
essay contest in your 
local papers today. 
Show an illustration 
of the first prize and 
list other prizes. Fea- 
ture a carefully selec- 
ted group of gifts for 
boys in your window 
displays. 








2 Advertise a 

special sale of 
GIFTS for tomorrow. 
Move out old num- 
bers and feature your 
_ latest offerings. In- 
clude new leather 
goods and mesh bags 
in today’s advertising 
copy and window 
displays. 





30 -Washington’s 
first inaugura- 
tion day may be util- 
ized for a_ special 
window presentation 
which will tie in with 
the Bicentennial. 
Celebration. Show 
silverware typical of 
the period in contrast 
to modern products. 











Be ready to start 
your May selling 
campaign on Monday 
with a definite plan. 
Mothers’ Day pre- 
sents an _ excellent 
promotional oppor- 
tunity early in the 
month. Begin adver- 
tising and displaying 
gifts for mothers at 
once. 
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A request for information regarding store interior 
arrangement elicited a reply from Mrs. Polly Pettit 
which is of much importance to every retail jewelry 
merchant. She puts herself in the position of your 
average prospective customer, declaring her reac- 
tions as a woman to the usual methods of mer- 
chandise presentation in jewelry stores. 


“Merchandise in most jewelry stores,” asserts 
Mrs. Pettit, “is inaccessible, and | mean by that | 
cannot see it or distinguish it in the average con- 
glomerate arrangement of goods. In short, your 
presentations are inadequate to put me in a frame 
of mind to buy.” 


In the reply to the question which opens this 
article, Mrs. Pettit suggests a working principle for 
the quickening of customer-interest which leads to 
sales. 
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STORE 


POLLY PETTIT 


W. are planning to rearrange 
the fixtures and furniture in our store. Will you please 
make some suggestions as to an attractive arrangement 
for a store interior? I am enclosing a floor plan which 
indicates roughly the present position of fixtures. The 
kind of merchandise now being displayed in each section 
is also indicated. ‘The store itself is 40 feet deep with 
a 20 foot frontage, and has two show windows with 
entrance door between.—D. V. V. 

Answer.—I know of no greater need today in jewelry 
stores generally than the need to rearrange, revitalize or, 
as I prefer to term it, remagnetize the store’s interior. 
There is scarcely a store but needs spring housecleaning, 
a fresh beginning all over again, not only for its psycho- 
logical effect upon‘ your customers, but also upon your 
store force. You can at least approximate the enlivening 
effect which moving to new and finer quarters would 
produce. This is not so much a matter of expenditure 
as of purposeful planning. The good wife makes the 
home look like new not by a large investment, but by 
having the rugs cleaned, the winter draperies replaced 
by cretonnes, and the piano moved to the opposite wall, 
not to mention the acquisition of a new armchair for 
your greater comfort. These simple changes exhilarate 
the mental processes, they stimulate a brighter outlook. 

The same method holds true for your store. You must 
remagnetize your winter furnishings, put new life into 
wall cases, and new hope into salespeople. 

It is the spring of the year and your customers need 
revitalizing, too. Stir their interest. When you have 
caused one customer, insensible to the appearance of your 
store through long familiarity with it, to exclaim, “How 
attractive your store is! What have you done? What 
a pleasant place it is!” then by deduction you have pro- 
duced this same effect upon many and created an atmos- 
phere at once conducive to maximum sales. ‘This same 
process should be adhered to every spring and fall with 
the introduction of constantly new and changing ideas. 

Upon entering your store, the customer naturally re- 
ceives an immediate impression. This effect is produced 
upon her or his consciousness by the outward semblance 
of things. Such an effect may be good, bad or indifferent 
with corresponding results to net 
profits. It is of utmost importance 
for you to predetermine that the 
first impression shall be favorable. 
A good first impression becomes a - 
fixed idea which will serve you well 
in terms of good will and sales. 

However, and here is where your 
plan to rearrange your store proves 
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itself expedient, even a good impression 
becomes dulled and the customer indif- 
ferent unless his or her senses are stimu- 
lated with fresh interests. 

I cannot rearrange or remagnetize your 
store on a printed page, but I can give 
you the principles by which you can in- 
duce customer-circulation throughout your 
store and recommendations for stimulating 
customer-interest in your merchandise. 
Every store manager should understand 
these principles in order that they may 
be carried out under his direction. Sim- 
ple, logical, practical and fundamental— 
these principles of customer-attraction are 
capable of infinite variety of appeal, de- 
pending upon the ingenuity of the “Mag- 
netizing Manager.” Once more, by way 
of definition, magnetizing your store 
means reenergizing its potential attrac- 
tiveness. 

Your floor plan indicates a thoroughly 
good arrangement of fixtures. You will 
observe that I have not changed the posi- 
tion of standing cases nor of counter 
cases, which are invariably cumbersome 
and difficult to move. Your plan to re- 
arrange the fixtures is an ambitious one, 
but scarcely practical in so small a work- 
ing area. I believe you will effect a 
similar result by carrying out the sugges- 
tions herewith, but I should also like to 
suggest that you paint your mahogany 
cases a gray green or old ivory. This 
would give the effect of a complete 
change, would be in the modern taste, 
since the tendency is away from dark 
wood, and would also lend a feeling of 
more space to your interior. 

You have ample floor space for cus- 
tomer-circulation, and the alcoves on the 
right provide convenient concentration of 
the various kinds of merchandise. On 
the left of your store one case for diamond 
jewelry and one for semi-precious and 
watches is also an expedient arrangement. 

Now observe, 
please, the letters 
“A” to “J” joined 
by dotted lines and 
arrows. ‘These let- 
ters indicate ‘“Mag- 
netic points of inter- 
est” which are de- 


(To page 61) 
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This chart shows the arrangement of a modern jewelry store, 
based upon “magnetic points” of customer interest. Mrs. Pettit 
avers that the store should be divided into definite points of attrac- 
tion, starting at the entrance, which, under ordinary circumstances 
will lead the customer through every department by successive 
appeals to the desire for possession. The arrows in the above draw- 
ing indicate the customer’s natural path as she is attracted first to 

dresserware, then to the diamond counter, and so on. 
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IM TELLING YOU— 


FACT OUTRUNS FICTION 








Not A GOLD BRICK, 
BUT——! 


THE FAMOUS BULTFONTEIN 
’ Di DB MINE OF SOUTH 
AFRICA WAS FOUND THROUGH 

A BOER FARMER ACTUALLY 
DISCOVERING DIAMONDS 
(BIRTHSTONE FOR APRIL) 

IN THE MUD BRICKS OF 
WHICH HIS HOUSE WAS 








CLOCK A WEATHER ORACLE .. 


OSCAR GROSHELL OF SALT LAKE CITY HAS IN HIS 
POSSESSION AN ORDINARY MANTLE CLOCK THE GONG | 
OF WHIGH STRIKES A PECULIAR NOTE, AS FHOUGH 
CRACKED, JUST BEFORE A STORM. MR.GROSHELL 
STATES THAT THE U.S. WEATHER BUREAU HAS 
VERIFIED THE ACCURACY OF THE CLOCK’S PREDICTIONS 
FOR THE PAST 20 YEARS BUT OFFERS NO EXPLAN- 
ATION OF ITS STRANGE BEHAVIOR. 

Suggested by MILTON FEINBERG, Phila. 








. EARLY ENGLISH GOLDSMITHS HAD TO WORKIC 








RINGS IN ANCIENT EGYPT WERE SYMBOLS OF ROYAL IN STREET .. 

AUTHORITY. IN GENESIS IT 1S RELATED THAT WHEN IN THE YEAR 238 THE KING oF ENGLAND ISSUES 

PHAROAH WISHED To GivE JOSEPH THE RIGHT TO AN ORDER, COMMANDING THE MAYOR ANG ALDERMEN 

ORDER THE BUILDING OF GRANARIES AND THE OF LONDON To CHOOSE SIX GOLDSMITHS OF THE CITY 

STORING OF GRAIN HE TOOK A RING FRON HIS OWN WHO WERE TO SUPERINTEND FHE CRAFT, THEIR. 

FINGER. AND PLACED (T ON JOSEPH’S FINGER DUTIES WERE TO KEEP UP THE STANDARDS OF 
— Syspested by CM. LITTLEJOHN, Seattle, Wash, METAL AND TO PREVENT ANYONE WORKING IN 


SECRET, OR ANYWHERE EXCEPT ON THE PUBLIC 
STREET } TO SEE JHAT GOLB BORE NO COLOR BUT 
(TS OWN AND THAT NO ONE PuT GOLD on 
LATEN OR COPPER: 


. SMALLEST WATCH IN 
THE WORLD.. 


NF.J.CLEMETT, WATCH COLLECTOR 


BOF NEW YORK HAS A WATCH WHICH 
BHE CLAIMS Td BE ONE OF Four DO YOU KNOW OF ANY UNUSUAL 


THE WATCH HAS A FOUR LIGNE MOVE- FACTS OF INTEREST ABOUT JEWELS 


MENT, with KEY ESCAPEMENT, CYLINDER — 
BRIDGE CALIBRE, GOLD CASE, BorTom / 4 AND JEWELRY 2? IF $0 SEND 


ope WITH A LARGE ROSE THEM To / 
IAMOND SURROUNDED BY 20 SMALL 

ONES. IT WAS CONSTRUCTED ABOUT 1855 THE JEWELERS 
By HENRI SORDET AND HIS SON EDOUARD, BOTH OF THE GENEVA 

SCHOOL OF HOROLOGY , AND WAS SOLD TO THE CZAR ALEXANDER. Cl RCUL AR 
OF RUSSIA FOR 13,600 swiss FRANCS. 
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iamond—The Apri 


Some Words of Advice to the New Salesman 


By ROBERT M. SHIPLEY? 


Substitutes for Diamonds 


A few genuine stones 
or imitations might confuse the new comer in the dia- 
mond business. 

(1) Colorless Zircon has for many years been palmed 
off as a diamond on inexperienced jewelers and pawn- 
brokers. Zircon is a genuine stone which more closely 
than any other colorless stone approaches the diamond 
in the hard luster of its surface, the brilliant reflections 
from within the stone and its dispersion. 

(2) Colorless Sapphires, Topaz and Rock Crystal and 
other genuine colorless stones as well as colorless synthetic 
sapphire are also sometimes mistaken for diamonds. 

(3) Glass Imitations—Glass with high dispersion and 
glass backed by foi! might both sometimes be mistaken 
for diamonds. 


Tests for Diamond Substitutes 


The experienced diamond man immediately knows 
these substitutes by the eye. He becomes familiar with 
the really superior hardness of luster of the diamond. 

Zircon, Sapphire and Other Genuine Stones when cut 
in the brilliant form will all show a “dead” area in center 
of the stone when compared with a well cut diamond 
brilliant if observed in a north light or in a diffused or 
subdued light. However, the surest method for the 
beginner is to test the stone in question by scratching with 
a “hardness point” of carborundum, which together with 
instructions for use may be obtained from the Gemological 
Institute of America, Los Angeles. Carborundum will 
scratch any genuine synthetic or imitation stone but will 
not scratch the diamond. 

Glass Imitations usually are simple of detection in a 
diffused light, although when backed with foil they might 
deceive the novice. Under strong artificial light the dis- 
persion of glass imitations is apparently as pronounced as 
diamonds. The sure method is to scratch with a hardened 
steel file. File scratches glass but not diamond. 

Never Make Decisions Under an Artificial Light or 
Strong Daylight. Make Trial Decisions by Appearance 
and Prove by Hardness (Scratching) Test Until You 
Become Experienced. Hardness test must be carefully 
and properly applied or stone may be damaged. 

Qualities Determining Value of Diamonds. The things 
which affect the value of diamonds are (1) Color, (2) 
Degree of Perfection (comparative freedom from flaws) 
and (3) Perfection of Cutting. With these it is neces- 
sary to be familiar in order to buy diamonds intelligently. 





*President of the Gemological Institute, Los Ange’es. 
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irthstone 





Brilliant cut diamond showing side view 











“Learn the ethics of the diamond business. Learn 
correct terms and names if you want the diamond 
business to succeed; don’t use terms ‘Eye Perfect,’ 
‘Perfect Cut,’ ‘Commercial White’ or similar am- 
biguous names. 


“Don’t ‘knock’ your competitor’s diamond. You 
may not know as much as he and the stone may be 
worth more than YOU think or he may see color and 
perfection less keenly than you. Tell HIM about 
it, not the customer. Undervaluation of HONEST 
competitors’ diamonds is a cowardly act and under- 
mines confidence in all diamond merchants.” 











Each requires ‘much study. Only a brief outline can be 
given here. 


Color in Diamonds 


© tic refers to 


the very slight variations in color from an absolutely color- 
less stone. These variations are-differing tinges of yellow 
or brown. The colorless stone with a very slightly bluish 
tinge or the absolutely colorless stone are the only stones 
by which the wildest flight of the imagination can be 
ethically sold as a blue-white diamond. It is this fact— 
that the graduations in colors in diamonds are so very 
slight—that lead many ignorant dealers to call a stone 
with decided “color” a blue-white diamond, and these 
ignorant dealers pave the way for the unscrupulous dealer 
to avertise anything as blue-white. A stone which has 
the slightest tinge of yellow or brown is of less value. 
The more the tinge, the less the value. A beginner might 
call a stone which was really quite “yellow” just slightly 
off color believing that a “yellow” stone was what is 
known in the trade as a canary or a fancy (a name for a 
stone of pronounced color). 

Tests for Color. Compare diamonds with a well cut 
perfectly colorless synthetic sapphire of about the same 
size. Look for color in a white paper with tables of 
stones down. ‘Then compare through girdles, in a dif- 
fused natural light. Blow breath on diamond and as the 
“mist”? clears away compare again. 


Imperfections 
A perfect stone 


It may be of any color. 
The varying number 


is a stone without imperfections. 
Offcolor stones may be perfect. 
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and character of imperfections cause more fluctuation in 
price than color or cutting. A stone to be called perfect, 
according to the Federal ‘'rade Commission recommenda- 
tion, must not disclose flaws, cracks, carbon, spots, clouds, 
cloudy texture or blemishes of any sort when examined 
by a normal eye under an ordinary diamond “loupe.” 
These “flaws, cracks, etc.,” cover anything which can be 
seen inside the stone and blemishes include cracks, cavities, 
nicks, knots, naturals or scratches on the surface. Small 
surface blemishes other than cracks or cavities such as 
these make the least difference in value from the perfect 
stone. Tiny carbon or tiny whitish specks cause the slight- 
est reduction in value of any of the internal im- 
"perfections. 

Unfortunately one man’s eyesight is better than an- 
other’s and also one who has trained himself to look for 
imperfections may see flaws that the beginner is almost 
sure to miss. 

Tests for Imperfections. Examine in a strong but dif- 
fused light. Use a 10 power triple aplanatic “loupe.” 
Clean stone thoroughly. Wipe all facets carefully with 
silk handkerchief. Look through table and top facets than 
through all back facets especially close to the girdle. Dim 
the stone by blowing breath on it and then examine. 


Cutting 


Books have been 


written exclusively on proper cutting of diamonds. We 
can mention a few fundamentals in condensed form. 
Owing to the principles of optics, refraction and total 
internal reflection, a properly cut brilliant should have ap- 
proximately these proportions: 
Width of table about 50 per cent of width across 
girdle. 
Depth from Table to Culet about 60 per cent of 
width across girdle. 


The portion above the girdle should be around one- 
quarter and that below around three-quarters. Some but 
very few firms still insist upon the old proportion of one- 
third above the girdle and two-thirds below. 


A slight variation from the figures is almost always 
necessary but if it is too great it affects the value ma- 
terially as it increases. ‘This refers to too thick as well 
as too thin stones. 


Diamonds which are so shallow or so deep that they 
leak light will be dead in the center. Very shallow stones 
are fish-eyes. 


The Finish and Polish of a Stone to be sold as a perfect 
stone is important. The polishing must be well done and 
no lumps, polishing marks or rough places should appear 
on the facets. 


The girdle should not be thick or bumpy and “naturals” 
or rough spots on the girdle are now considered as imper- 
fections. However, knife edge girdles are dangerous since 
they may chip easily. The polished girdle is sold .by very 
few firms, is more expensive and not a requirement. 

Perfect Roundness is necessary in a perfect stone. 

Tests for Cutting. A Moe diamond gauge may be 
used to measure the proportions. Observe at various dis- 
tances from the eye to see that it does not lose brilliancy. 
Sunlight tests for dispersion and brilliancy are valuable 
but cannot be given in this limited space. 
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Brilliant cut diamond 


showing top view 





Proposal to Close South African Diamond Mines 
Hailed with Satisfaction in England 


Lonpvon, March 4.—The proposal to close the De 
Beers diamond mines the end of March is regarded with 
equanimity by diamond men here. Price stabilization, 
the diamond industry believes, will be strengthened by 
the temporary halt in De Beers production. The effect 
on the export of diamonds from South Africa likely will 
be reflected in the curtailed activities of diamond cutting 
centers such as Antwerp and Amsterdam, but in a gen- 
eral sense the curtailment of production is regarded as a 
healthful factor in the ultimate convalescence of the dia- 
mond industry. 

It was reported here this week that Mines Minister 
Fourie plans to avoid the absolute closing down of 
De Beers, but the company itself says the step is abso- 
lutely necessary in face of existing conditions in the dia- 
mond industry. A temporary halt in diamond produc- 
tion is considered to be the best antidote to the present 
impassé since it will breed confidence in price stabiliza- 
tion and make for an earlier revival in diamond buying 
which has, incidentally, been showing some improvement 
of late. The directors of the Premier (a subsidiary of 
De Beers) and Consolidated Mines have also decided to 
cease operations the end of March. Sufficient workers 
will be retained to keep the mines in working order. 

The decision of South Africa to remain on the gold 
standard has undoubtedly aggravated the difficulties of 
the diamond industry besides handicapping the govern- 
ment in its desire to give diamond producers all the 
assistance possible. ‘The recent De Beers report show- 
ing the enormously reduced earnings of the company dur- 
ing the past year prepared the diamond trade here for 
what was coming. Hence the calmness with which the 
decision to close down the mines was received in this city. 

It may be put down in a broad sense that diamond 
prices are firmer. While there is no shortage of diamonds 
generally here there is a scarcity in certain grades that 
has made a stiffening in values inevitable. Diamond 
houses like Backes & Strauss of London say that while 
business has been quiet during February the cheaper 
grade mélées, and smalls have been in demand although 
little buying has been transacted owing to the scarcity 
in this particular section. The Amsterdam and Antwerp 
markets are very bare of goods, the firm says, which is 
hardly surprising since few diamonds have been cut late- 
ly. Every reasonable parcel has- been snapped up, it 
seems, by foreign buyers as well as the Dutch and Bel- 
gian dealers, despite the stiffer rates. 
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MAIL COURSES IN GEMOLOGY 


The future of the better jewelry trade depends upon the maintenance of the 





confidence of the public, and the more careful buyers of the future will expect 
from their jewelers the same accurate information which they receive from 
their physicians and attorneys. Members of the Gemological Institute have 


made possible 


The Scientific Study of Diamonds and Gem-Stones 
FOR RETAIL AND WHOLESALE SALESMEN AND EXECUTIVES 


Practical, useful courses, teaching a knowledge, appreciation and respect for gems 
which inevitably results in increased sales. 


COURSE 1 
GEMOLOGY 


COURSE 2 
DIAMONDS 
Diamonds, colored stones, synthetics, etc. 


Patterned after the English (N.A.G.) Course 3 A special course with a scientific foun- 
in Gemology. & dation which will increase the sales abil- 


Includes lectures, study sections, books and ity of any dieimond salesmen. 
numerous mailings of material and specimens. 





These Courses Prepare for Membership in 


Gemological Society 


o-~ mowsce | 


Peter R. Stewart 











or for a 
Certificate in the Theory of Gemology se wz on 


Qn 
Branches of the Society are contemplated in several large cities and Chapters of Dues paid to2/1/33__ Lea anche, . 
Institute in National Districts. When organized—yearly lectures will be given for a 0 
mail students and members. 

















The Cullinan exhibit. 
One of several edu- 
cational exhibits. 
Available to schools 
and Gemological In- 
stitute members. 





Send Coupon for Further Information 


Gemological Institute of America 
LOS ANGELES, CALIFORNIA 

















Human Appeal Overcomes “High Hat” Resistance 


(From page 33) 


tion as to methods used in the development of this busi- 
ness. 

“Generation after generation, for almost a century, 
C. D. Peacock has enjoyed the confidence of a style wise 
and value wise public,” continued Mr. Slaten. ‘Great 
grandsons and great-grand daughters come to Peacock’s 
not merely because of family tradition and sentiment, but 
because, like their forefathers, they appreciate the relia- 
bility and modernity of this, well-known establishment. 

“The House of Peacock, owned and operated by Pea- 
cock’s for over 95 years, is symbolic of Chicago’s growth 
and sound prosperity. “Chis handsome new store at State 
and Monroe, the largest and finest ‘Peacock’s,’ stands 
as a monument to Chicago’s progress. 

“To be a store for all the people, to serve no one class 
alone, this has been our ideal, and our friends are 
pleased to believe that the material progress of Peacock’s 
is evidence of its achievement. 

‘““Magnificently modern as this new store is, we are 
determined that it shall never lose its standards of courte- 
ous, friendly service. 

“We watch carefully the announcement of engage- 
ments. After a few days we send a letter to the groom. 
You note I said it was addressed to the groom. ‘The 
letter opens with this paragraph, ‘Among the gift 
selections to be made during a lifetime, probably the 


most important of all are those exchanged between the 
bride and the groom,’ the letter continues further em- 
phasizing the importance of selecting a gift to fit the 
personality of the recipient, and calling attention to the 
experience and facilities of a 95 year old institution. A 
postscript reads as follows: “We take pleasure in sending 
you today, under separate cover, a copy of “The Bride— 
Her Book,” which we believe your fiancee will find in- 
teresting. Please present it to her with our compli- 
ments.’ 

“You can imagine with what pride the groom presents 
to his fiancee this interesting book. It affords an oppor- 
tunity for both parties to discuss our interest in their 
wedding and stimulates a prestige for our store. 

“A second letter goes to the bride in which the first 
paragraph reads, “The announcement of your engage- 
ment to Mr. B. B. Blank, besides being a social note of 
importance, indicates that you will be an early purchaser 
of table silver.’ The letter follows with a statement 
that a tea spoon, in the new ‘No-Name’ Pattern, en- 
graved with the bride’s initial to-be is being sent tor her 
inspection. The ineffectiveness of printing or photography 
to truly portray the beauty of this pattern caused us to 
adopt this manner of presentation, the letter states. 

“We know this plan is building business for us,” con- 
tinued Mr. Slaten, “because several of the spoons have 
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STAR SAPPHIRES 


Gems of Fascination 





PARAMOUNT 


PRECIOUS STONES 


Star Sapphire rings also cuff links and dress sets. 


LOUIS N. MARX, 551 Fifth Ave., New York 
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SPECIAL 
ORDER WORK 


DESIGNS 
ESTIMATES 
REPAIRING 
ENAMELLING 
REMOUNTING 


SKILLED WORKMANSHIP 
MODERATE CHARGES 


CARTER, GOUGH & CO. 
PARK and MULBERRY STREETS 
NEWARK, N. J. 
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MANUFACTURING JEWELER 
FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 


























Know Your Merchandise 
“GEM-STONES,” by G. F. Herbert Smith, gives a clear, 


concise, but very comprehensive survey of the various 
precious and semi-precious stones used for ornamental 
purposes. Written in a most interesting and instructive 
manner by an Assistant Secretary of the British Museum 
and a world authority, it presents the history and tech- 
nology of gems, tells what they are, where they are found, 
how they are fashioned, and how they may be dis- 
tinguished. 

It offers the jeweler and his clerks an excellent means of 
fully familiarizing themselves with this interesting subject, 
and provides the answers to many questions asked by cus- 
tomers. Fully indexed, it makes an excellent reference book. 
Over 300 Pages; many tables, plates, and illustrations. Price 
$3.00. Order your copy today from— 
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been brought to the store for a complete selection of flat- 
ware. 

“Flatware is displayed in a case where the complete 
variety of service is visible, through the glass. A pattern 
of each type is carried in the trays. We suggest to the 
bride that if the wedding is not planned for the im- 
mediate future she may find it convenient to purchase 
a few pieces at a time. Another new method of pur- 
chasing silver is the ‘Place Service’ appeal, the necessary 
flatware service for one person. 

“A follow-up system is used on all silver purchases 
during a period of six months. This is done in June 
and December. This information is secured from the 
sales tickets. We have abandoned the idea of attempting 
to contact silverware customers beyond this period. 

“When we have the opportunity of making the sale 
of either the engagement or wedding ring, the salesman 
is privileged to escort the customer to the silverware de- 
partment and suggest some silverware patterns. ‘This 
lead often results in making the sale for the silver service. 

“We do a large trophy business which has been the 
result of a definite plan. We reserve one of the hotel 
sample rooms in which suitable articles have been ar- 
ranged for the inspection of the members of the committee. 

“A majority of the items are those appealing to women 
and this seems to be the tendency in most instances when 
a selection is made. We advertise in the local golf maga- 
zine and attempt to keep in constant touch with the 
tournaments and trophy committees. Useful, practical 
gifts are mostly preferred. Silverware that can be used 
in the home is the most popular selection.” 

A question directed to Mr. Slaten regarding the policy 
of C. D. Peacock (Inc.) in 1932 and if the house would 
resort to a new type of appeal in its advertising and mer- 
chandising methods was answered with the following 
statement. . 

“Within one-half a block of this store in each direction, 
sales were announced with drastic appeals and strong 
language employed to attract business and from our 
observation and what information we can gather our busi- 
ness has not been seriously affected by this competition. 

“We will not change our policy during 1932 but con- 
tinue to maintain our long established practices as we feel 
we have not lost but gained by maintaining our business 
principles over a period of 95 years of good-will building.” 





Gemological Institute of America 


Los ANGELES.—The Northern California Chapter of 
the Gemological Institute of America is becoming active 
under the auspices of the new officers, President Jed 
Prouty of Napa and Secretary W. R. Burke of Berkeley. 


Godfrey Eacret, a regional governor of the Institute, 
recently called an all-day meeting of the chapter at the 
Plaza Hotel in San Francisco, at which time it was de- 
cided to hold regular meetings with gem lectures for 
owners and employes of stores and to invite as new mem- 
bers*only those who had passed examinations in gemology. 
The previous vote of other chapters to suggest organiza- 
tions throughout the country was approved. 

Announcement has been made that the spring session of 
the Gemological Institute oral classes on diamonds and 
gems will begin on the night of April 22 at the labora- 
tory and lecture rooms of the Institute, this city. 
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ENTERING OUR 
SECOND CENTURY 


The law of compensation as applied to present- 
day business is as rewarding as it is ruthless, de- 
pending entirely upon the principles, standards 
and practices followed. 

The survival and progress of any business is 
dependent upon and measured by its consistent 
conduct, its policy and faith keeping. That which #eleeR avr Nelie)s| 
deserves to live . . . LIVES! 

The Gorham Company has no greater eulogist 
than TIME. Over 100 years of steady progress 
in a highly competitive business . . . from the 
nucleus of a few inspired craftsmen starting in 
the year of the first horse-cars, to America’s lead- 
ing Silversmiths in 1932, is achievement which 
speaks for itself. 

We Make the Years Count 


GORHAM 


PROVIDENCE, R. I. NEW YORK, N. Y. 


Members of Sterling Silversmiths Guild of America 


FAIRFAX HUNT CLUB CHANTILLY 

















WORTHWHILE 
WINDOWS 


Above—For the jeweler whose 
window accommodations are 
adaptable to the more modern 
type of fixtures and arrange- 
ments, this silver display sug- 
gests ways of showing a wide 
variety of merchandise. The 
lines and curves of the back- 
grounds carry out the feeling of 
the silverware, making an ap- 
propriate setting for the pat- 
terns. The foreground may be 
used to show small novelty items. 


Above—Louis Kades, Newburgh, N. 
Y., won first prize in a window dis- 
play contest sponsored by the mer- 
chants of h's city, carrying off the 
honors with this attractive table 
setting. Nothing will attract more 
attention than the perfectly set 
table showing the use of silverware. 
Flowers are used to great advantage 
in this display. 


Below—Polly Pettit, of Black, Starr & Frost- 
Gorham, Inc., New York, in this display, uses a 
likeness of the famous Cardinal Richelieu to 
create an atmosphere of the 17th Century as 
color for an array of siiver designed after the 
styles of that period. A robe worn by the great 
statesman brings the authentic spirit of the time, 
in keeping with the lavish display of tea set, 

trays and pitcher. 

















THE JEWELERS’ CIRCULAR 
for April, 1932 

































THE JEWELERS’ CIRCULAR April, » 1982 





“ANNOUNCING THE NEW 
SYLVAN PATTERN 


IN STERLING 


by SAART 


Beauty of outline— 
Simplicity of design— 
Artistic blending of the 
old with the new— 
Excellent workmanship— 


Satisfactory weight— 


ARE SPECIFIC CHAR- 
ACTERISTICS of THE 
SYLVAN PATTERN 


—WHICH— 


Irresistibly attract , 


Appeal to the discriminating 
Impel desire of ownership 


Assure permanency of style 


Stock THE SYLVAN pattern 
to increase sales of 


Sterling Silver 


Write for Complete 
Price Lists 


The Sylvan 
in 
Solid Silver %, 
; Ra, 
New York Sh San Francisco Showroom pom a 
ew Yor owroom er patterns 
709 Jewelers Bldg. made by Saart 


SAART BROS. CO. 


SILVERSMITHS 
ATTLEBORO, MASS. 















Keeping a constant interest 
in sterling silver and maintaining sales has been success- 
fully accomplished by McNeel’s Jewelry Co. of San 
Antonio, Texas, according to Ben Schwartz, manager of 
the company. Two promotional plans featuring special 
sterling silver articles have been responsible for the sale 
of hundreds of bread and butter plates and silver goblets. 
A continuous program of advertising throughout the year 
is devoted to both of these items. In a majority of the 
silverware advertisements either the bread and butter 
plate or the goblet, separately boxed, are stressed. On 
other occasions individual copy is run emphasizing these 
two items. The bread and butter plate is priced at $2.95 
and the goblet at $5.95. 

Particular care was taken in selecting both of these 
items in order that an unusual value could be offered and 
recognized by those familiar with sterling silver quality. 
The company purchases both of the articles in lots of three 
dozen. When either one of them is being featured, an 
entire window is devoted to display. Mass arrangement 
in the window is utilized to catch the attention of those 
passing the store and with the price displayed sufficiently 
large, the sales appeal has proved effective. 

It was pointed out that the initial consumer purchase is 
but an incentive to accumulate either six or a dozen of 
the items and with the price range within the reach of 
many, additional sales are the result. 

Another unique method adopted in promoting the gob- 
lets was in combination with a sterling silver water pitcher 
for $25. As an added value the goblet and the pitcher 
were offered for $30. 


Sterling silver is an important part of McNeel’s busi- 












SPECIALS” SELL SILVER 


ness and this department uses considerable newspaper ad- 
vertising in its development. Their policy of using large 
space in many instances provides for the use of illustration 
and the listing of many articles. Prices and descriptions 
of merchandise are always included in the advertisement. 
As many as 18 items have been featured in one adver- 
tisement. ‘This offers a variety of pieces to select from 
and, whether it be a gift or a piece for the home that is 
desired, the prospect can easily make a decision as to her 
choice from the advertisement. At least she can deter- 
mine upon a number of items within the price range she 
wishes to pay. 


A: this season 


weddings are given particular attention with personal 
telephone calls to the prospective bride extending an in- 
vitation to inspect their display of flatware. Records of the 
patterns and pieces selected are kept to avoid duplication. 
Tables set with appropriate silver, stemware and china 
is another selling idea employed in stimulating sterling 
silver, both in flatware and hollowware. Advantage of 
the reduction in sterling silver was effectively promoted 
with large advertising space being devoted to the change. 
Full explanation for the downward. trend was carried in 
the copy. Patterns and prices were a part of the story 
with a comparison of last year’s prices being used. 

Undoubtedly the special items emphasized throughout 
the year have créated an especial interest in sterling 
among many who found this method of making a collec- 
tion of goblets and bread and butter plates an easy method 
of acquiring them—one at a time, whenever the purse 
permits. 

















These splendidly prepared sterling silver ads 
feature the popular priced “specials” which have 
stimulated all-year-round sales. Descriptive copy 
giving prices increases sales appeal. 




















tional character 



























Shopping for the Brid 


Never before have we had such w in Sterli 
Silver and it is so easy to select onan MeNare for than 
1S a price to meet just the amount you wish to spend. ai 

















of a sensa’ : > ° . . 
fices of quality. Give Sterling Solid Silver for All Occasions! 
le Our popular Sterling Silver Flat- 
. For Examp — consists of ten of the leading Seltenn 
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a sensation. j Pe 526.00 to $100.00 ‘i 26-Piece Set Rose Pattern \ 
- = ++ $10.00 to § 22.50 each ns . 
Full 2-Quatt Added Value- cae “$10.00 to § 60.00 sack 
Capacity ho may want 8 side averling + $10.00 to $160.00 each 
inetd te emits “Bi800 fo $ Se. each he Said 
“both for $30 & faa: bee Aosta Shipment of 
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.$30.00 to $ 65.00 PLATES 
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¢¢°T"HE most distinctive flatware pro- 
duced in years,” was the comment 


made by leading jewelers who have seen 


these first creations of Concord Silver- 


smiths, Incorporated. 


— ay Y ema 


Complimentary remarks mean a lot but 
complimentary remarks coupled with 


actual stock orders indicate all that could 


be desired. 


Such has been the case with Troubadour 





and Yankee Clipper, which leading jewel- 
ers throughout the country are now dis- 


playing with justifiable pride. 


CONCORD SILVERSMITHS 


INCORPORATED 
CONCORD NEW HAMPSHIRE 


TROUBADOUR @ ( § YANKEE CLIPPER 





MAKERS OF STERLING SILVER EXCLUSIVELY 

















Magnificent Silver Trophy to Be Presented to 
British Sportsman by Friends in the United States 


Detroit, Micu., March 20.—On his 38th birth- 
day, April 10, Kaye Don, that splendid sportsman will 
receive as a token of esteem from his friends in the 
United States a very lovely sterling silver trophy mounted 
on a green marble base. This represents the planning 
and handiwork of the Gorham Co. who make the mas- 
terpiece, and Wright, Kay & Co. of this city who sup- 
plied it. 

The face of the bowl bears a very handsome chased 
reproduction of Kaye Don’s boat—Miss England II 
taken during the race Sept. 6, 1931, and shows as a 





Silver Trophy to be presented to Kaye Don, English sportsman 


background the Detroit Yacht Club and a portion of 
Belle Isle. On the reverse side appears the following 
inscription : 
For when the Great Scorer comes 
To write against your name 


He writes—not that you won or lost 
But how you played the game. 


Presented to 
KAYE DON 
By his 


Many friends and admirers in the United States 
In appreciation of his splendid sportsmanship. 


Wright, Kay & Co. have received many compliments 
on this fine trophy and are very proud to be associated 
with this fine, friendly gesture of friendship and esteem 
from Detroit and the United States as they feel that this 
lovely memento in silver and marble will help to cement 
that feeling of good will between the United States and 
England that has always been the cherished thought of 
every member of the Anglo-Saxon race. 

The committee is now endeavoring to arrange with An- 
drew Mellon, the new ambassador to England, to make 
the presentation of the trophy to Mr. Don. 





Annual Tri-State Convention 


WasHINcTon, D. C.—The 18th annual Tri-State 
Jewelers Convention will be held May 1, 2 and 3 at the 
Mayflower Hotel. . 

This year the Virginia Retail Jewelers’ Association will 
hold its convention jointly with the tri-state group, and 
a large delegation from Virginia will be on hand. 
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REPOUSSE 
PATTERN 


tering _filver 


IN FANCY 
PLAIN BACK 
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Prices—Atiractive 


TRADE Maan 


Sremune 
@23)!000 


An artistic repousse pattern individualized by the 
adherence to rose motive, giving the service a syn- 
thetic unity. 

The charm of the Baltimore Rose pattern lies in the 
taste and workmanship with which the design is 
executed. 

Reduced prices are still in force even though the 
price of silver bullion has been advanced. 


Baltimore Rose—26 Piece Set 


6 med. Knives $10.50 
6 med. Forks 12.00 
6 Teaspoons (medium) 5.00 
6 Cream Soup Spoons 7.50 
1 Butter Knife 2.00 
1 Sugar Spoon 1.25 

26 pieces $38.25 


Retail prices—Subject to discount 


We make a complete line of tea sets and 
dinner sets repousse chased. 

Matching odd pieces in Sterling Silver our 
specialty. 


The Schofield Company 
Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 


‘) 








59 


| 
| 
. 
| 
. 
) 
| 
. 








THE JEWELERS’ 





CIRCULAR 





April, 1932 











JUNE B 






RIDES 


are looking for them 
NOW 


THE EXTRA-VALUES 
of fine Watson craftsmanship 


PRISCILLA 
__ALDEN 


_JOHN ALDEN. | 


TO THE CUSTOMER’S modern eye, 
these patterns reveal their subtle power 
to arouse admiration on the bride’s own 
table. 


TO THE JEWELER’S expert exami- 
nation, Watson policy and Watson- 
mark wares reveal not only maximum 





eS 


Wats on Sterling 


THE NATURAL CHARM 
of Watson-mark designs in Sterling 


| NAVARRE 


protection and co-operation — but 
genuine extra-values in Sterling. 


THESE EXTRA-VALUES are born 
only of creative ideas, superior crafts- 
manship, definite selling-power at 
sustained prices and adequate jeweler- 


profit ! 


THE WATSON COMPANY 
22 Watson Park, Attleboro, Mass. 


New York City 
347 Fifth Ave. 





Chicago 
37 So. Wabash Ave. 


Los Angeles 
643 So. Olive St. 





re, 


| 





JOHN: ADAMS , 























Re-Magnetize Your Store 
(From page 43) 


signed to draw the attention of the customer into the 
store and from place to place throughout the length and 
breadth of it. It is of the utmost importance to you to 
have the customer traverse the full length of your store 
in order that she may see as much merchandise as possible. 


The average customer will invariably follow the line 
of least resistance, urged on by interest in one thing or 
another. For example, if she sees a lighted lamp at a 
reasonable distance, her eye will be attracted to it, and 
if the eye sees something near the lamp which arouses 
interest or curiosity, it is logical to assume that the cus- 
tomer will automatically move in that direction. 


On this theory it is possible to predetermine the course 
which the average customer will take throughout your 
store. See dotted lines “A” to “J.” 

“A” and “B” are your show windows—two magnetic 
points of interest which seek constantly to draw the atten- 
tion of the customer,, arouse her interest and impel her 
to enter your store. 

“C” is the first drawing point of interest within the 
store. This fact is not arbitrarily established. On the 
contrary, we know that by the time the customer arrives 
at “C” she is receiving her first impression of your store. 
This is, therefore, the most strategic of all the magnetic 
points. Here you must instantly please and interest the 
customer in order that she may receive a favorable im- 
pression. You must do everything possible at this sig- 
nificant point to put the customer in a frame of mind to 
buy. 

I have suggested (for this season of the year) that you 
show your dresserware in this section. I would as surely 
change to “silver for summer hospitality” in July, to 
sport trophies in September and to Christmas gifts by 
the middle or end of October. None of these sugges- 
tions is meant to remain permanently, but changed to 
suit the seasons, your own expediency and the public 
interest. Referring again to the plan—I have moved your 
showcase (1) into a position parallel with your show 
window to allow easier access into this section “C.” This 
case should display dresserware set, on lace runner, with 
a lighted lamp and a display of dresserware on top; (2) 
is a lady’s dressing table with mirror and stool. The 
table should be set with all the fittings in silver or en- 
amelled ware, and two small boudoir lamps; (3) and 
(4) are chairs which should, of course, be appropriate to 
the rest of the setting; (5) is a small table with lamp, 
small bronze piece, or silver vase with flowers and smok- 
ing accessories; (6) is a small rug, preferably of a light 
color; (7) and (8) are wall case and divisional case 
which should display dresserware and novelties. 


This section now presents the suggestion of a boudoir. 
It can be made very attractive and compelling with little 
expense, with perhaps the help and cooperation of a furni- 
ture store nearby. Thus you have established a “Mag- 
netic point”—an irresistible drawing point toward which 
any woman would gravitate instinctively and with pleas- 
ure. You have, further, created a first favorable im- 
pression. 


Now throughout your store, by easy stages at each - 


lettered point, the customer should be drawn to this or 
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Special Order Work 


Speaking of the many requests for unique or 
unusual things that are continually reaching every 
Jeweler. 


The demand may be no more than for the 
mounting of a rabbit’s foot, or it may happen 
that a client has a peculiar idea for an asparagus 
server, or it may be as important as a trophy for 
an occasion for which no stock article will serve. 


Egg spoon or epergne, these individual needs 
must be satisfied. 


Long contact with the problems of Special Or- 
der Work has gained us a wide experience and 
an unusual skill. 





The Tea Service supplies a frequent instance 
of this work. 

Rather more often than not, perhaps, the origi- 
nal purchase of the service did not include a 
kettle (ancient services are almost uniformly 
without them), so when, later, a need developed, 
it became necessary to make one to order. 


We illustrate a kettle, made under such con- 
ditions. 


CURRIER & ROBY 


SILVERSMITHS 
217 E. 38th ST., NEW YORK 
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that by the force of something she sees at a convenient 
distance away. “D” is your diamond counter. Case 
lamps, a standing mirror and a manikin head displaying 
a hair ornament, earrings or necklace, together with a 
brilliantly lighted display of diamond jewelry against a 
light colored background inside the case would positively 
draw the attention of Mrs. Average Customer. 

From “D” to “E” the attention is caught by an obvi- 
ous atmosphere of weddings. ‘The section could be arched 
over with artificial smilax (a green running vine) and 
white wedding bells hung from its center. Wedding 
gifts, including silver, small bronzes and clocks, should 
be shown grouped according to price for the convenience 
of the customer. A bridal table could be set in this sec- 
tion from time to time. 


The attraction to “F” should consist of a similar 


W. 


Wanta... 


EWELRY 
BUYER 


and 


MANAGER! 


A large New York Store wishes a 
man capable of installing and man- 
aging a JEWELRY DEPART- 
MENT. Right man would be re- 
tained to buy for and manage this 
department and to organize similar 
departments in other branches. This 
is a splendid opportunity to de- 
velop a chain of departments and 
calls for organizing and buying ex- 
perience. Please give complete 
details of previous positions and 
experience in your letter, to be held 
in strict confidence. Address K., 


display to that at “D’—a counter manikin wearing a 
hat with clip pin of semi-precious stones, and matching 
necklace would not fail to catch the eye. 

Similarly at “G” the attraction should be a table set 
for breakfast, luncheon, tea or dinner, changing fre- 
quently. 

I have had to pass quickly over the above description 
of magnetic points for lack of space, but each section 
should be studied individually in order to bring out the 
utmost interest, sentimental, practical, romantic, fashion- 
able, which is to be found in the merchandise itself. 

Observe on the chart that “H” is a “manufactured” 
magnetic point. In other words, there is no counter dis- 


7622, care Jewelers’ Circular. play already established here to draw customer-attention, 


so it becomes necessary to create an attraction in order 
to impel the customer by an easy stage to “J.” From 
“G” to “J” is too difficult a step. “J” is not readily 
seen from “G” and the customer would be more in- 
clined to walk out from “G” than to continue her 
progress the full length of your store. ‘“‘H” may con- 
sist of a’ table set for tea for two. Or here you may 
even find it profitable to offer a cup of tea in the after- 
noon. ‘“H” may consist of a running: bronze fountain 
piece, banked with ferns at its base, or any other attrac- 
tion which will draw the favorable attention of the 
customer. 








ARE YOUR 
STOCKS 
UP-TO-DATE? 


We suggest filling them in with 


“J” is your flatware section, and here chairs should 
be provided for the comfort and convenience of your 
customers. Lighted lamps and white linen or lace should 
be in evidence. Your wall case and divisional case should 
contain on their lower shelves a succession of plates with, 
flatware showing all your patterns, with matching hollow- 
ware on the shelves above. 

Just as surely as you want to assist the progress of 
the customer up to this point, you now must convey an 
impression that she should go no further. It is for this 
reason that I have suggested a screen at the rear of the 
store to stop her progress. 

If the customer has already overstayed the length of 
time she could afford, it is logical to assume she will now 
go directly out of your store. On the other hand, if 
she is in a leisurely mood, you will observe her taking 
the same zigzag course which she has been impelled to 
follow upon entering. In either case, you can be sure 
she has received a series of favorable and pleasurable 
impressions which, it is logical to assume, will be re- 
membered. 


new quick-moving items from 
our 1932 catalog. 


Just off the press. 
J. W. JOHNSON 


14 MAIDEN ILVERWARE 
LANE 


1 W. 47th 
INCE 1869 STREET 


NEW YORK 
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Showease Tarnish Troubles 


Positively Solved 
With the Aid of Electricity 
4 





The Bureau of Standards, Washington, D. C., says—‘Sulphur, 
which tarnishes silver, is less than one tenth of what is re- 
moved to eliminate it.””, Which means, that there is no Silver 
Polish made which does not remove nine times as much silver 
as it does sulphur or tarnish. Hence, no wonder that factory 
finish cannot be retained when once silver polish has been used. 


The Associated Silver Company can and will agree to Cut the 
Cost of eliminating your tarnishing troubles by one half. 


The Associated Silver Company is the originator of Tarnish 
Proof Chests, which have stood the test for seven years. 
SILVERSEAL Tarnish Proof Chests have been approved by 
Good Housekeeping Testing Institute, Modern Priscilla, Peoples 
Home Journal, also approved by Jewelers’ Circular, Keystone 
Publishing Company, National Jeweler, hundreds upon hun- 
dreds of the most prominent jewelers throughout the United 
States and countless thousands of users. 


So you may be assured that we know whereof we speak when 
we say to you that we positively can keep the silver and even 
gold in your showcases always bright and in salable condition. 


Write for particulars today, giving dimensions of each case to be 
protected, and approximate cost last year of removing tarnish. 
Do not forget pieces damaged in cleaning and transportation on 
having same repaired, but you need not include this in your 
cost. Also, do not forget drudgery of cleaning and untidy ap- 
pearance of store during cleaning. Write right now— 


Associated Silver Company 


4452 Ravenswood Ave., Chicago 
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Rings You Will Be Proud to Sell 


ALL PROFIT 





@marantees you 






NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 


= Fe Green or White Gold 
: Ne. 6517 Same Price 
WITH LARGER Order on five days’ memo. 


= M when you have a sale in 
*. KS °$35.00° sight. Orders filled same day 


received. 
$27.50 list All emblems and initials en- 


No. 6183 crusted on ruby and ony®@ on 
Without hand at all times in every 
Diamonds finger size. 


Retall $15.00 = nisniay Emblem Cards for 
free upon request. 


This <Q Reg. Trade March your. window in original colors 
@enuine diamonda, 








OLD RINGS MADE NEW 


We repair and rebuild any ring, also encrust any 
initial or emblem on any stone, or furnish 


new stones in all sizes and shapes. 


Why not replace the discontinued or 


Be slow selling emblems with faster selling “wal 


emblems or initials? 


Prices Reasonable. Prompt Service. Try Us. 











16/12 GOOD WEIGHT $9.75 LIST 
WITH DOUBLE HEAD 
CAMEO OR TIGER EYE 

Larger stones in proportion 
Genuine one piece, three color, double head 
= Belais white gold (also in green 
gold). 

BUFFALO JEWELRY CO. 
“The Mail Order House to the Jewelry Trade’’ 
501 Washington St. Buffalo, N. Y. 








BEL 





a E V U E S faultless atten- 


dance and genu- 
S T R AT O R D ine hospitality give 
PHILADELPHIA even the most tran- 


CLAUDE H. BENNETT sient guest a sense 
General Manager of quiet comfort in 





the very midst of 

Philadelphia’s 

social and busi- 
ness life. 


Rates consistent with 
present times 


Trade Protests the Free Admission of Old Silver 
As Artistic Antiquities 


WasuinctTon, D. C.—Admission of antiquities free 
of duty is again under fire by the trade. F. X. A. Eble, 
Commissioner of Customs, in a communication to the 
Collector of Customs at New York City, March 14, in 
connection with section 1811 of the Tariff Act, states 
that “the Bureau would not be warranted in restricting 
paragraph 1811, either in its application to silverware 
or to antiquities generally, so as to exclude all articles 
designed primarily for utilitarian purposes.” Request 
for a ruling of this kind was made to prevent the free 
importation of a large amount of silverware made prior 
to 1831 which, it is claimed, is regular merchandise sold 
in the regular channels. He advises the collectors, how- 
ever, that “antiquity alone is not sufficient to determine 
whether products of the utilitarian arts shall be admitted 
to free entry.” 

Commissioner Eble, referring to the complaint of the 
Sterling Silversmiths Guild of America, says that “inas- 
much, however, as the complaint of the domestic pro- 
ducers has been only partially sustained, notice is hereby 
given that, in the event that a protest is filed under the 
provisions of section 516 (b) of the Tariff Act, the clas- 
sification of and the rate of duty on all utilitarian articles 
of silverware which are admitted free of duty as artistic 
antiquities when imported (after 30 days after the date 
of publication of this letter in the Treasury Decisions) 
will be subject to the decision of the United States Cus- 
toms Court upon the issue whether the articles of utility 
are excluded from paragraph 1811 of the Tariff Act.” 





A Great Work on Trophies 


Jewelers who are specializing in and developing sales 
of trophies will find of inestimable value the new trophy 
catalog just completed by the International Silver Co. 
It describes not only all the lines of prizes in silver 
sterling and plate made by the various factories of this 
organization but gives illustrations and detailed informa- 
tion as to the designs and descriptions for the use of such 
prize pieces and information about engraving of names 
and inscriptions. 

The book is a handsome volume of 128 pages, 9 x 12 
inches in size, profusely illustrated with hundreds of 
beautiful half tone cuts of vases, cups and other articles 
as well as line work depicting various forms of etching 
decorations. It is so complete as to give the enterprising 
dealer all information and facts necessary to arrange for 
and complete a trophy order. For it shows trophies ex- 
actly suited to every purpose as well as a wealth of new 
ideas, new and helpful suggestions, unique and original 
facts about trophies and their decorations which cover 
every available need. The book has been well described 
as a trophy guide—an able assistant that will help the 
jeweler build a greater and increasingly profitable trophy 
business. 





The Ingersoll-Waterbury Co. is announcing the return 
of “The Watch That Made the Dollar Famous.” The 
Yankee is better, smaller and handsomer than ever. The 
Climax, a wrist watch, is now $2.50, and the Eclipse 
$1.50. A window display of these watches will attract 
purchaser attention. 





Better Business Bureau Fights Abuses in 
Installment Trade 


A number of complaints have come to the Better Bus- 
iness Bureau of New York recently in connection with 
what constitutes sharp practice if not an actual fraud on 
the part of a few installment jewelry houses. Salesmen 
employed on a commission basis have approached em- 
ployees of industrial plants and offices and have induced 
them to accept watches and cheap jewelry “on approval.” 
In these instances, the employee was required to sign 
what the salesman said was a “‘receipt”’ for the merchan- 
disee He was told that he could show the jewelry to 
other members of his family and that if it was not satis- 
factory it could be returned to the salesman in a week 
or so without any obligation. 

The salesman did not return. The jewelry, he later 
learned, could not be returned to the firm. The “receipt” 
was actually an unconditional order with which was com- 
bined a salary assignment contract. Frequently, no 
money is paid by the purchaser to the salesman at the 
time he receives the jewelry and he is told he can pay 
for it at the rate of 50 cents or $1 per week. However, 
the purchaser soon finds that if he does not pay promptly 
his employer is served with a copy of the wage assignment 
and power of attorney that was signed by the em- 
ployee. 

Reputable interests in the installment jewelry business 
have cooperated with the Bureau in opposing this prac- 
tice. Some of the firms that formerly indulged in it have 
either discontinued the salary assignment altogether or 
have so modified their sales methods that complaints are 
now infrequent. One bad offender has recently released 
several purchasers from their contracts when misrepre- 
sentation was reported to him by the Bureau. 

Another bad practice of an installment house has been 
stopped with the promise of this firm to discontinue the 
sending out of a form letter under the name “Jewelers’ 
Secret Service Association.” A business firm in the 
Middle West referred to the Bureau a communication 
it had received from this so-called association, requesting 
information about a former employee. 

Without any basis for such questions, the employer was 
asked if his employee had ever been arrested, if the dis- 
position of the jewelry in question was known and several 
other questions of a similar nature. 

The jewelry firm using this device admitted it was to 
frighten delinquent purchasers into making prompt pay- 
ments. It has been used for several years, according to 
the firm. 

Several days later, the firm notified the Bureau that 
they had decided to abandon the use of this practice. 





Find Pearls and Jewelry of the Viking Age 


An Associated Press dispatch from Visby, Sweden, of 
March 19 tells of the discovery by two fishermen near 
that town of a quantity of pearls, gold ornaments and 
inlaid jewelry supposed to have been hidden from the 
early Viking times. 

According to the dispatch, there were 150 pearls, 9 
gold, pendants and 25 necklaces of bronze with silver 
inlay among the pieces found. 
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We Are Moving 


on May Ist to 


580 Fifth Avenue 


Where we will have larger 
quarters, which will enable 
us to better serve the trade. 





DIRECT IMPORTERS OF 
CULTURED PEARLS 
GENUINE ZIRCONS—STAR SAPPHIRES 
ORIENTAL SAPPHIRES 
RUBIES—EMERALDS 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 West 46th Street New York City 
Antwerp: 26 Rue des Fortifications 


BRANCH OFFICES: 


Bombay, Colombo, Singapore, 
Shanghai 


Kobe, Bangkok, Hong Kong, 








As definitely a Quality product 
as your finest of wares! 


CANDO SILVER POLISH 


For 66 years a featured item by better. jewelers 
everywhere. Once used—always asked for. 


CANDO PEWTER POLISH 


A liquid polish that lives up to the traditional 
quality the name CANDO suggests. 


A DeLuxe Polish—with your own label! 


A smartly designed package to attract—a polish 
that meets every demand for the BEST! 
Write for samples and trade prices—today. 


The Cando Corporation 


Cambridge, Massachusetts 














Prisms: Their Use and Equivalents 


A book containing a more extended 
knowledge on this branch of refraction 
than is contained in works on ophthal- 
mology. Price $2.00. 


The Optical Journal and Review 
239 West 39th Street, New York 
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Hawkes 
Roam Demy 
= Bottle 


For Spring 
Salad Days 


This crystal bottle 
an exquisite table ac- 
cessory answers the 
need for a practical 
— simple — French 
Dressing Bottle, 
that makes mixing a 
delight, but also as- 
sures the hostess of 
a perfect receipt, 
with the mixture re- 











And now—Jeweler—take advantage of this 
unusual price cut. Buy these hand-painted 
Pavelco tomato and orange juice glasses at 


only 
$3.60 Per Dozen 


Manufactured, Imported and Stocked exclusively by 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Branch Showroom: Suite 607—-225 Fifth Ave., New York, N. Y. 
Representatives . 

J. W. Bakster, Inc., Suite 1509, Merchandise Mart, Chicago, III. 

W. F. R. Turner, 437 So. Kenmore Ave., Los Angeles, Cal. 








maining fresh until 





used. 





Protected under Patent 
No. 1,188,172 


PRICES NET Nr 


With ge Stoppers Ex" 
$1.25 to $1.75 each. 

With Silver Stoppers ee 
$2.25 to $2.50 each. 


An Ideal Gift 


Women appreciate its usefulness and 
select it for their own use—for gifts and 
for prizes. 

The Hawkes French Dressing Bottle 
offers a quick moving article on which 
you will have no competition as it is 
fully protected by patents and sold ex- 
clusively in stores of your own class. 

Order an assortment and feature them 
as a gift item for Mother’s Day, May 
8th. 


T. G. HAWKES & CO. 
CORNING NEW YORK 


Makers of Rock Crystal Glassware for Over Half Century 


New York Office Pacific Coast Office 
542 Fifth Avenue 643 South Olive St. 
Los Angeles, Cal. 











Grane 


FINE WRITING PAPERS 
FOR THE JEWELER 


Z. & W. M. CRANE 


INCORPORATED 


DALTON, MASSACHUSETTS 
NEW YORK SALES ROOM, ONE PARK AVENUE 























CHINA AND GLASSWARE 
JEWELERS’ PROFIT LINES 


— are better chances 


now than ever before for jewelers to succeed in the sale of 
china and glass tableware if they study their field properly. 

Many things must be considered, primarily the class of 
people with whom they do business, their means and tastes. 
There are far more people of moderate means who are 
fond of nice things than there are rich folk who pay high 
prices for table equipment. Often those with only 
medium sized incomes have quiet tastes and prefer some- 
thing refined in ornamentation, seldom going in for the 
ultra-modern, bizarre or flashy. Nor do they wish to 
purchase the cheaper and ordinary ware offered at sales 
and bargain prices. 

There is, between the cheaper and the expensive ware, 
a very fine line of china and glassware, a type of merchan- 
dise eminently fitted for the jeweler’s customers and a line 
that shows infinite variety and choice. 

We have endeavored to show in the illustration the type 
of ware rather than any particular pattern or shape, al- 
though the ware shown is most adaptable to the jewelry 
store. 

In selecting dinnerware patterns one has to have in 
mind the effect of a complete table setting. Some pat- 
terns, although quite attractive in a single dinner plate 
when appearing in an ensemble, have a distinctly uncom- 
fortable feeling to the artistic eye. This should be avoided. 
The harmony of colors rather than an outstanding bril- 
liancy is to be sought. 

A jeweler should not hurry in making his selection, but 
choose with care a few patterns and have them on his desk 
for a week or so and then stock the ones that he does not 
tire of, or ask the opinion of one of his confidential women 
customers. 

Glass tableware, too, should be chosen with the same 
care and forethought, having in mind the shape of the 
Pieces and the decoration in its application making an har- 
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There is between the cheaper and the expensive 
ware a very fine line of china and glassware, a class 
of merchandise eminently fitted for jewelers’ cus- 
tomers, a line that offers a wide choice of variety 
of patterns and price. Approaching weddings offer 
excellent opportunities in merchandising these 
articles effectively with actual table arrangements. 











monious whole. Crystal ware is always in good taste and 
nothing is more striking on a pure white damask table- 
cloth than gleaming silverware and glistening crystal re- 
lieved by the blending colors of well chosen dinnerware. 

Glassware and china are carried in open stock by 
many importers, and domestic manufacturers can make 
early deliveries from their factories. Control of patterns 
selected may easily be arranged for any particular section 
of the country. 

Jewelers not knowing to whom they may turn for these 
goods can be informed if they will but write to the editor 
of THE JEWELERS’ CIRCULAR. 


Retail jewelers who include 
china and glassware in their stocks have found it profit- 
able to use carefully arranged table settings in which 
china and glassware is combined with silverware in both 
formal and informal arrangements. Such a display at- 
tracts customer attention and arouses interest through 
the eye appeal. 

Following Easter many weddings will take place. The 
jeweler has in most instances the initial opportunity of 
calling to the future brides’ attention the necessity for 
stemware and china. 
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$3,000 RING 
found in 


bath tub 


HIS departing guest was 

frantic: A $3,000 diamond 
ring lost—and he couldn’t wait 
to look for it. With agony in 
his voice, he called the United 
Manager. Three hours go by. 
The guest has gone, but the 
manager is still on the job. 
A wild idea—the Manager 
pokes a flash-light down the 
bath tub drain—there’s a faint 
sparkle—plumbers arrive, the 
drain gives up a $3,000 ring. 
Another true story proving 
that United Managers do the 
impossible in finding lost ar- 
ticles. This extra service costs 
the hotel money? Yes, but 
what of it. Extra service is 
taken for granted at United 
Hotels, just like larger rooms 
per dollar—and handy garage 
accommodations. 


Extra service at these 20 


UNITED HOTELS 


NEW YORK ciTY’s only United. .The Roosevelt 
PHILADELPHIA, PA....The Benjamin Franklin 








Sales of Scent Pay the Rent 
(From page 37) 


something I’m interested in. But if it takes much money 
right now, just count me out.” 

“Strange as it may seem, Don, you can sell off one 
fair-sized diamond and run an entire perfume depart. 
ment on the proceeds. ‘The original investment in a store 
of this size would not exceed $175. A small jeweler who 
is a bit timid could get a start on as little as $100. And 
a really big fellow can go in as deep as he likes, taking 
on compacts, lipsticks and other related articles, all of 
which have been found salable in the jewelry store. 


“That original investment of $175 would be a mini- 
mum, and your stock might run as high as $400 or $500 
for the holidays, with an average for the year of $300, 
That finances an adequate stock.” 

“How much business can a man do on a little invest- 
ment like that?” Patty asked. 

“T’d say, conservatively, around $2,500. That’s even 
less than a six-time turnover, which is considered just 
average for perfume. The jeweler who watches it care- 
fully can turn perfume ten to twelves times a year— 
which sounds like a fairy tale to a trade that brags if it 
makes a two-time turnover, so it’s possible for a smart 
fellow like you to do maybe $4,000 or more on that $300 
investment.” 

“What about the mark-up?” 

“Most good perfumes offer about 33% per cent mark- 
up, some a little more. Now, don’t hold up your: hands, 
Don. Get out your pencil. A $300 investment, turned 
twice (if you’re lucky), at a 50 per cent mark-up, pro- 
duces $600 gross margin with which to pay bills. The 
same investment turned six times at 3314 per cent mark- 
up gives you $900. The comparison isn’t even close.” 

“Just supposing now, Old Vet, supposing I were con- 
vinced I should handle perfume, how should I go about 
it to get started ?” 

“The most important thing is to pick out the right 
line, the manufacturer with the right policies, the right 
reputation and the right conception of the possibilities 
of perfume in a jewelry store. 

“Perfumers differ just as jewelers differ. An extremely 
aristocratic jeweler will look for an ‘exclusive’ line of 
perfumes. An average jeweler such as most of us are will 
do well to avoid lines that are so ‘exclusive’ few people 
ever heard of them. 





SEATTLE, WASH.....--+++.++-+- The Olympic “You will also do well to make the rounds of the drug 
WORCESTER, MAGS... 0.000250 The Bancroft . . : ° i h 
bh ME Be peshacxica ek Wee Reheit’ Teent stores and bargain counters so as to avoid those lines that 
PATERSON, N.J......The Alexander Hamilton are peddled around indiscriminately. You will look for 
ose ls iad ale eae See eee a line that is already well known and whose prices fit in 
HARRISBURG, PA........... The Penn-Harris 7 . < 

RGM Mis csc onneon cee The Ten Eyck with the buying capacity of your own trade. 

et artim he ip dla ell te ‘Co ‘The manufacturer you select will probably furnish 

te ae en The Seneca & 4 

anaeenh beiah. 0:X....<...... ce See you with a display case to stand on your show case, pos- 

ERIE, PAL... sees ee eee cere The Lawrence sibly 18 to 24 inches long. You will get window material 

BON EGO i boc ose icawess The Portage . mare 

es er es The Durant and newspaper mats also. Oh, 3 es, and a tester set to 

KANSAS CITY, MO........0000: The President demonstrate the different odors. 

PRON, WRN Ss a oisic ssc esses El Conquistador “But, Old Vet~" Ima jeweler. I wouldn’t know how 

BOMONTO; CNT. oie woe cccses The King Edward li f ” 

NIAGARA FALLS, ONT........2000- The Clifton to go about selling perfume. 

WINDSOR, ONT.......50. The Prince Edward “Nothing easier, Don. Begin on your regular trade. 
Whenever you finish a sale, call the customer’s attention 
to your choice line of perfumes. Ask the privilege of 
putting a little bit on her hand or garment. The sug- 
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gestion will not often be refused, and will lead to a sale 
quicker than any other way. 

“The manufacturers who cater to jewelers appreciate 
the fact that you require tutoring. Fortunately, a few 
hints are all you need, which they are glad to supply. 

“Then keep your eyes open. You'll notice the heavy 
odors are selected by the society matron type. They are 
best suited to evening. The light floral odors are proper 
for young girls and for elderly ladies of the ‘homey’ type. 
They are also extremely appropriate for use with light, 
summery dresses. ‘he medium perfumes are the type for 
business or daytime wear. 

“T still contend, as always, the jeweler will do best to 
put his main efforts on the regular jewelry lines, precious 
stones, watches, silverware. But at that, every jeweler 
has too much time on his hands and too much overhead 
on his books. —The promotion of perfume takes care of 
part of that fixed overhead and puts to profitable use 
time that would otherwise be idle.” 





Queen Mary May Set Fashion for Blue Jewelry 
to England 


(Special to the Jewelers’ Circular) 

Lonpon, March 7.—By ordering various articles, 
mostly in a blue tint, from the jewelry section of the 
British Industries Fair, Queen Mary has set a new 
color fashion in jewelry that likely will prove profitable 
to the trade. 

The Fair, which has opened its 16 miles of display 
space in London and Birmingham to a record attendance 
of foreign and home buyers, again houses a representa- 


tive selection of the beautiful goods of the Birmingham 
Jewelers and Silversmiths Association. The results so 
far attained have brought a wave of confidence to British 
industry. 





Style Trend Research 
(From page 35) 


CirCULAR and other sources. Miss Ellis’ talk like that 
of Madame Jeffries’ was listened to with the deepest of 
interest and both ladies were called on to answer a large 
number of questions by the manufacturers and designers 
in attendance, relating to the style trends in their effect 
upon various lines of jewelry as well as particular pieces. 

On the whole, the meeting was one of the most impor- 
tant as well as the most constructive that has been held 
in the jewelry trade in this city and hearty were the 
congratulations received by the officers and committee of 
the association that sponsored it. Associated with Col. 
Collins on the style committee are: Earl H. Ashley, 
Lawrence E. Baer, Arthur Bates, Kenneth J. Clapp, 
Leonard I. Lamb, Sturgis C. Rice and William A. Shaw- 
cross, Stephen H. Garner, president, James V. Toner, 
and Edward O. Otis, Jr., secretary. 





An Acknowledgment 


The silver shown in the illustration on page 30 is an 
Early English pattern by Rogers Lunt & Bowlen Co., 
which is in harmony with the classic hunting scene dis- 
played in the linen damask of the napkins and tablecloth, 
which are products of the Gribbon Co., and designed by 
B. Elfenbein. 





The 


43-47 West 23rd St., New York 





Patrpotnt Corporatton, Hew Bevtorn, mass. 


City 





NEWCASTLE PATTERN 
SILVERPLATE of QUALITY is always in demand, especially the Old English reproductions. Our Newcastle 
pattern features the Gadroon Border, which came into fashion in England at the end of the Seventeenth 
Century. This pattern has beauty, simplicity and quality at a moderate price. Write Now for Prices. 


150 Post St., . - San Francisce 
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e) Where is oie’ ‘Bride --- Groom by her side... 

















Where are the nee and the anil familee ? 





1,300,000 
POSTPONED WEDDINGS? 


9 0 0 His wh nwe doo oo 


THERE’S HELP around 10,000 Corners. And here is the way of it. During the 
hen two weeks of May, Silverware dealers around 10,000 corners will make gifts of Five 
Dollar Certificates which you may use as part payment on the smart modern “New-House- 
keeping” Set (service for 8) in Tudor Plate by Community—with a luxurious anti-tarnish 


Chest Not the complete nest-egg, this gift, but (who knows?) perhaps the last straw that 


O And the bride gets the kind of Silverware she wants—Tudor Plate—made by Community 
craftsmen—supremely lovely, in any one of three superb modern designs — and socially 


beyond reproach) See your Silverware dealer at once(7 This offer is withdrawn May 14th. 








This Offer applies only to.” 


© 


the New-Housekeeping Set 


e 
42 PIECES 4% 4 
“pr! THE 


| 

} 

: 

| 

| 

| 

| 

| 

| will break down postponement—the last touch that will tip the scales in Cupid’s favor. 
| 

| 

8 Dinner Knives (stainless) e. i 
| 

| 

| 


Cbwice Z,. 
jaliad Duis \\\ fot TWO WEEKS 


Guaranteed for 35 Years ~~ \ 


TUDOR PLATE 


fire Stherware 
4to: COMMUNITY 

















FOR TWO WEEKS ONLY 


re O4pril30 & May \4 


NEW-HOUSEKEEPING SET 


. 32475 


8 Teaspoons P ee Rage: \’- 

8 Salad Forks . i" . 

8 Dinner Forks : . 6 Rew Reduced Price . 

8 Dessert Spoons eg’ a. x) ° 

1 Butter Knife ile ra Your Dealers Gift ee 
1 Sugar Spoon le ; 


; oF 


"19 75 


(For Hollows Handle finives add $6) 


@ 1902 CNEIDA COMMUNITY, (TD. 














Black-and-white reproduction of a full-page, four-color advertisement appearing on Page 2 of The Saturday Evening Post, 


issue of May 7, on the newsstands May 3. An advertisement also appears in Collier's, on the newsstands April 29. 








MOTHERS’ DAY, MAY 8th 


WILL BRING 
ADDED PROFITS 


The American National Retail Jewelers’ 
Association together with the National Jewelers’ Publicity 
Association again come to the front with a timely aid for 
all retail jewelers in the United States. Mothers’ Day, 
May 8th, with its sentiment of love and remembrance, 
has long been a source of profit to many outside the 
jewelry field. It is also true that the retail jewelers have 
participated to a limited extent in this event. The A. N. 
R. J. A. and the N. J. P. A. believe that the time is at 
hand for the retail jewelers to get a greater share of this 
business. 

The ideal gift for mother would be one that will have 
a lasting remembrance, and such gifts can always be found 
in the modern retail jewelry store. With a wide selection 
for the consumer to choose from, the retail jeweler is in 
a position to profit greatly from sales for Mothers’ Day. 

Many dollars will be spent for gifts between now and 
May 8, and it will be good business policy on the part 
of the jewelers to be prepared to attract some of these 
dollars into their stores. Therefore, take advantage of 
this ready made occasion. Send for the aids pre- 
pared for you by the A. N. R. J. A. and the N. J. 
P. A. Do this at once, as every day that this ma- 
terial is in use, it can mean more profit for you. 

The following material must be ordered direct 
only from the American National Retail Jewelers’ 
Association, 22 W. 48th St., New York City: 

Two window streamers, 5 by 24 inches. 

One 12 by 15 inch display card. 

Four smaller display cards, 6 by 7% inches each. 




















j hoice 
ve offer you 4 © 

Mr gift from the Jeweled 
Creation to the jnexpen- 


membrance ++ * 




















sive re 
, ‘ ' ee 
aA fy 7 ee toda : 
GIFT SUGGESTIONS | [ 
for- Mother Window Display Material to Promote Mothers’ Day Sales 
A DIAMOND RING 
suena ceamnan This material is priced complete at only $1.50, postage 
OR JADE prepaid. 
JEWELED BRACELET fL The window streamers carry the wording in bold dis- 
OB A BROOCH play “MOTHERS’ DAY, SUNDAY MAY 8ru. The 
—don’t forget her! 12 by 15 inch display card is made of heavy matboard on 
; which appears a portrait of a mother and a touching trib- 








ute by P. W. Reynolds. This card is really a work of art 
that will enhance any window in which it is placed. The 
four display cards are of the same material as the large 
display, and are the last word as aids in selling merchan- 
dise. “The Mothers’ Day appeal is well featured, as is 





THE JEWELERS’ CIRCULAR 71 
for April, 1932 








THE JEWELERS’ CIRCULAR April, 1932 


STOP WAITING for Sales—Go After New Accounts 
with WESTRAY INSTALLMENT CASES 











This is the most compact case on the market 
today, 1514 inches in length, 9 inches in width, 
4inchesin depth. Made of hard lumber, of dove- 
tailed construction; covered in Leather or du 
Pont Imitation Leather; lined in Black or Mili- 
tary Blue Velvet; Gun-metal hardware, two 
catches, with safety-lock catch in center; strong 
leather handle; with or without metal corners. 


On opening case and removing tray you show all that is 
to be shown in an instant, with each article in its in- 
dividual place. It is easy to detect loss. In lid there is 
a reserve place, full length and width of case, 3% inches 
deep, for surplus items you wish to carry, concealed, 
with padded velvet flap. Top tray holds twelve Ladies’ 
and twelve Men’s Rings, four pocket knives in a tray 
that lifts out, with spare compartment for small items. 
Lift-out tray with adjustable partitions for card jewelry; 
below this tray are eight grooves for vest chains. Lower 
tray has five removable pads for Ladies’ metal or ribbon 
watches on right side, five removable pads for Men’s 
metal bands on left side, nine Men’s pocket watches and 
eight strap watches. Write for prices and catalogue, or 
order through your Jobber. 


Western Tray & Case Co. 


423-429 Plum St., Cincinnati, Ohio 
Established 1864 

















FIRE 


picks your pockets 
while, yawlook on 
SO 














Every man, woman and child in the 
United States pays $5.00 per year for 
fire waste, and another $5.00 per year 
for the cost of maintaining fire depart- 
ments. 


The man with an average family of five pays $50.00 per year. 
The tax of fire waste cannot be escaped entirely. It can however 
be materially cut if everyone will do his or her share. Care- 
fulness pays. 


While you cannot entirely eliminate fires you can cut the cost 
of fire insurance. 


In the jewelers’ own company thousands of jewelers are being 
protected against fire and windstorm losses, and the savings on 








their fire insurance costs have been 40% of the premiums for many years. 


Insure your store building, stock, fixtures, dwelling, household goods in this company. Have 


your employees do the same. 


saving in overhead counts. 


In these days the savings are especially attractive because every 


Policies in Any Amounts from $500 to $50,000 


The National Jewelers Mutual Fire Insurance Co. 


MILWAUKEE, WIS., 954 No. Third St. NEENAH, WIS., State Bank Bldg. 
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iF is not the cost of 
a gift but rather — 

















We offer you a choice 
of gifts from the Jeweled | 
Creation to the inexpen- 


sive remembrance... — 




















‘ Our assortment 

the sentiment embraces s 

wide variety of 

expressed that watches, clocks, 

= - silverware, 
will please her rings, brooches, A 


necklaces and 
many other 
items suitable 
as Gifts for 
Mother. . ... 


most * . + . * * . * 


Select your Gift for Mother 
from our wide variety of 
watches, clocks, silverware. 
rings, brooches, necklaces 
and many other desirable 
items. e cordially invite 
you to inspect our very com- 
plete line, all priced within 


Your is 
cordially invited. 


























the range of your pocketbook. : tebe on ces : 

és NAME AND NAME AND A 
ADDRESS ADDRESS | 
—buy a gift for Mother ae 











Mothers’ Day advertising mats prepared for your local newspapers 


also a direct listing of general merchandise appropriate 
for Mother. 

Two special newspaper mats have been prepared in 
both single and double column size, depth 5% inches. 
These mats are illustrated with general merchandise and 
carry real sales copy. They are reasonably priced at 50 
cents each, or both for 75 cents, postage prepaid. 


As an additional service only to those ordering the dis- 
play material, there has been prepared in reduced size 
a copy of the large display card. These prints are 8 by 
10 inches in size, suitable for framing, and will serve as a 
valuable souvenir to be given away with each purchase. 
They will also serve as a business stimulator in the sale of 
silver and other frames. ‘These prints are priced as fol- 
lows: 5 cents each... 25 for 75 cents... 100 for $2.50, 
postage prepaid. 

All material for this campaign is printed in a rich sepia 
that lends a uniform colortone to the entire display. 


No effort has been spared on the part of the A. N. R. 
J. A. and the N. J. P. A. to make this service to the retail 
jewelers a real business getter. It is therefore up to each 
individual jeweler to take full advantage of this op- 
portunity. 


Theve are many opportunities for 
retail jewelers to make Mothers’ Day a real sales event 
and that, in addition to using the window cards and 
advertising mats prepared by the American National Re- 
tail. Jewelers’ Association and the National Jewelers’ 
Publicity Association, a careful check up of mailing lists 
should be made and carefully prepared letters sent out 
to a list of prospects calling attention to the widespread 
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custom of honoring mother and to the pleasure a lasting 
gift from a jewelry store will give on Mothers’ Day. 


The letter should include a list of gift suggestions. 
A neat booklet or folder showing illustrations and giving 
descriptions of particularly suitable selections will help 
to increase sales. 


The selling campaign should have back of it the senti- 
ment of love for mother and should stress the fact that 
the pleasure which a gift will bring to her will not be 
measured so much by the amount paid for it as by the 
fact that she is being remembered at this time. 


v oint out that your stock 
includes articles that are within the price range of your 
customers’ means and that gifts from fine jeweled crea- 
tions to inexpensive remembrances are available in a 
carefully selected stock. 


A special letter to high school students in addition to 
the one made up from your mailing list will interest the 
young folk and bring them into your store. 


Your windows are your best advertisements. Arrange 
carefully, displays, emphasing the occasion with a portrait 
of a lovely mother and point out that in return for her 
loving care a suitable gift on Mothers’ Day will bring 
happiness to her and pleasure to the giver. 


In packaging your gifts have some expression of senti- 
ment that will make them look distinctive. A little sticker, 
an unusual card, all can be stressed in your promotion. 

Other lines of business will make a big effort to attract 
the gift dollars, its up to the jewelry trade to exert itself 
to meet this keen competition. 
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A Record of Consecutive Advertising 



































Printers’ Ink recently reported the 1144th consecutive advertisement, then the 1247th, 
and finally the 1634th consecutive insertion of a manufacturer’s advertising in a trade 
publication, and commented on the latter as establishing quite a record. In their 
issue of March 10th, they featured a company who had been represented in every 


issue of one business paper for 51 years. 


That was a challenge to us. We in- 
vestigated and found that in our own 
industry and publication we have an 
advertiser that has far surpassed these 


records. 


L. & M. Kahn & Company have 
an impressive lead with 3,224 - 
consecutive ads in THE JEWEL- 
ERS’ CiRcUuLAR. Firm believers 
in the value of regular, consec- 
utive presentation of their ad- 
vertising message, they have 


carried on in THE JEWELERS 





CIRCULAR as the most effective 


medium. 





THE JEWELERS’ CIRCULAR 


for 63 years the recognized authority of the trade, has the largest paid circulation, 
A. B. C., of any jewelry publication. Easily 859% of the purchasing power of the 
retail jewelry industry in the United States is centered in our READERS. These 
subscribers regard THE JEWELERS’ CiRCULAR today as an indispensable guide in form- 


ing their opinions and in helping them select merchandise. 


The easiest and most direct way to reach the Jewelry Market is thru dominant and con- 


sistent use of the advertising pages in THE JEWELERS’ CIRCULAR. 






























MERCHANDISE MARKET 


The Hammond “Firefly” 


Addition of an illuminated-dial alarm model to its syn- 
chronous line is announced by the Hammond Clock Co. The 
new model, named the “Firefly,” has a three-inch dial made 
of a translucent cellulose material. Behind and below this is 
placed a small 214-volt lamp whose light is diffused by reflec- 
tion into an even glow over the entire clock face. A switch 
permits turning off the lamp in daylight hours. The alarm 
mechanism is electrically operated and requires no winding. 
It is of the buzzer type, toned, according to the manufacturer’s 
statement, to arouse the sleeper without shattering his nerves. 


Warren Telechron Window Display Contest 


A novel means of determining the winner of a window dis- 
play prize contest has been adopted by the Warren Telechron 
Co., Ashland, Mass. 

Instead of having a committee pass upon the entries, the 
company is asking the readers of its house organ, the Tele- 
chronicle, to pick the winner. The current issue reproduced 
photographs of the windows entered in the contest, while a 
voting coupon was enclosed. The winning display will be pub- 
lished in the next issue. The winner will receive a Telechron 
clock, $50 retail value. 


“Admiral Penguin” New Holmes & Edwards Juvenile 
Offering 


The announcement by the makers of Holmes & Edwards 
Inlaid of a new juvenile package assortment in their Stratford 
Plate Special, has received immediate and enthusiastic response 
from the trade who desire to take advantage of the potential 
‘sales value of this line. And in choosing the pompous Penguin 
as this bearer of good news, Holmes & Edwards have hit upon 
the ideal combination of chuckles and charm. For Admiral 
Penguin has the happy faculty of a winning personality which 
is recognized even while his absurd waddle is causing laughter. 


New Crane Stationery 


The very latest note in Fifth Avenue style is expressed in 
“Miniatures on Ivory by Crane.” These new miniature mon- 
ograms are a pleasing change from the large, old-fashioned 
designs which have been used so much in cut-out dies. Samples 
are shown illuminated in bright colors, back of burnished gold 
or silver hand stamping. The newest wedding paper, in the 
79-3 size, center platemarking, sounds a new note in weddings. 
The “Naturel” shade, a pure white without coloring matter 
of any kind, takes its place between the old Pearl shade and 
the Ivorette, which have been so popular for the past two 
or three years. 


Carter, Gough & Co. Feature Special Order and 
Repair Work 


“Times change and we change with them” says the old adage 
and this has been particularly true in the customers demands 
on the retail jeweler. One notable change has been the desire 
of customers to have their old jewelry put into condition which 
has lead to dealers giving more attention to repairing and 
special- order work than they have ever done before. To meet 
this condition, one of the oldest and best known jewelry houses 
of the country, Carter, Gough & Co., Park and Mulberry Sts., 
Newark, have enlarged the scope of their special order and 
repairing department and are now making a feature of what 
was once an incidental part of their plant. The concern is now 
in a position to take care of all kinds of jewelry repairing, 
enamelling, remodelling, etc., and are also prepared to submit 
designs and estimates on all kinds of special pieces as well as 
remounting of stones in new and attractive settings. The work 
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is being done by the same class of skilled artisans which have 
been responsible for the high reputation of their jewelry for 
many years. 


Oneida Community Tudor Plate 


One and one-half Million Postponed Weddings! 

Such is the rich market that the makers of Tudor Plate are 
helping you to sell with their “New-Housekeeping” Set offer. 
For a limited time only (April 30-May 14) this “New-House- 
keeping” Set in the new anti-tarnish Seai-Brite Chest, which 
sells regularly for $24.75, will be offered for $19.75 plus a $5 
gift certificate which the dealer will mail to a list of prospec- 
tive purchasers or distribute from his counter to people visiting 
his store. The Seal-Brite Chest itself is a handsome mahogany 
finish anti-tarnish chest lined with rich red velveteen, and 
holds a 42-piece service of Tudor Plate, a complete service 
for eight, including salad forks. Community Plate also pre- 
sents Lady Hamilton, a new design of unusual beauty. In this 
design is a charming combination of the new and the old. 
The ornamentation is modern, the motif being an adaptation 
of a simple growing form taken directly from nature. The 
outline is old, almost exactly the long, slender, pointed antique 
frequently seen in old Sterling spoons, which women have 
always loved. 


Hollywood Ring in Birthstone Colors 


One of the novelties of the season has been the so-called 
Hollywood ring in birthstone colors offered to the trade by the 
Jules Wedding Ring Co., 64 W. 48th St. and enterprising 
jewelers looking for something to brighten up their stock have 
seized upon this with avidity. The Hollywood ring is made 
of platinum or white gold ornamented with one or more bands 
of bright colored enamel, there being a color for every month of 
the year. The novelty is suitable for rings for all ages, from 
the baby ring of the infant to the ring guards on the engage- 
ment ring of the maiden or the wedding ring of the matron. 
Hollywood rings of different colors on one finger form color 
combinations that provide smart accents with the new modes 
whether in afternoon dress or sports costume. 


Larter & Sons Introduce New Collar Holder 


The approaching spring and summer with its increasing de- 
mand for mén’s soft collars makes a real market for the collar 
holder on which jewelers can capitalize and increase their 
sales of men’s jewelry. In this connection there should be a 
special interest in the new soft collar holder just introduced 
by Larter & Sons, 88 Parkhurst St., Newark, N. J., whose at- 
tractive features will meet with immediate acceptance by well 
dressed men. Here is a collar holder of quality and of sub- 
stantial construction which insures an unusually firm grip that 
always holds the collar in correct position. These holders are 
made in 14 karat green gold and in plain and engine turned 
patterns and the reasonable prices at which they can be sold 
should insure them a place in the stock of every progressive 
jeweler looking for quality merchandise in a low price range. 


Coty Sponsors Price Maintenance Plan 


Coty, Inc., perfumer of Paris and New York, has announced 
a new sales policy which limits the distribution of its products 
to retailers to a select group of sales agents who have agreed 
to handle the Coty line on a conignment basis only. The agents 
will market only in accordance with instructions and at prices 
made by the Coty company. These instructions will include 
the sale of its goods only to those outlets which the company 
hold to be “desirable”; and to sell them to dealers who ap- 
preciate the need for “fair and better retail prices.” A legal 
department has been established which will support this price 
mainteannce plan and run down malpractice. 














NEWARK 
QUALITY 
JEWELRY 








Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 








BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 
Rings, s and Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


\ 








RINGS—A Specialty with 


LOUIS BLEIBERG 
336 Mulberry St. 








CLASPS 


Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 





Sterling Fireless Silver 


Reduces polish‘ng to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 








sTERNSE?T 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 
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Watchmakers Certificates Granted by the 
Horological Institute of America | 
WasHINcTON, D. C.—At a meeting of the Examining 
Board of the Horological Institute of America held here 


on March 8, watchmakers certificates were granted 4g 
follows: 


CERTIFIED WATCHMAKER 


Name Employed by Address 
Herbert L. Brown Self Chambersburg, 
Pa. 


Junior WATCHMAKER 


Richard V. Bailey Student at Bow- Danville, Va. 


man School 

Martin Doerhoff Self St. Elizabeth, 
Mo. 

Harry A. Goudy Self Canton, Kan. 
Harold N. Jarrett Robert E. Mc- 

Closkey Renovo, Pa. 
Frederick Elmer © Clarence M. John- 

Johnson son Denver, Colo. 

Albert W. Moritz J. L. Huff Topeka, Kan. 
Calvin Eugene Student at Elgin Elgin, III. 


Payton School 
The following are sample questions used in the watch- 
makers’ examinations: 


Junior Watchmaker 
1. Explain how you true a balance wheel. 
2. Explain fully what parts of a watch you oil and 
what parts you do not oil. 
3. How often should the ordinary watch be cleaned? 


Certified Watchmaker 


1. What improvement is the overcoil hairspring to the 
flat hairspring? 

2. If the fourth wheel of a watch was out of round, or 
hole out of center, how would you correct the 
trouble? ; 

3. How would you make a click spring? 
temper same and polish it flat? 


Harden and 


Bronx Jeweler Held Up and Robbed 


Myron Melyn, jeweler at 2385 Grand Concourse, 
Bronx, New York, was held up and robbed of gems val- 
ued at $20,000 the morning of March 21, by two men 
and a woman who threatened him with a revolver. 

Mr. Melyn was dressing his window when a man 
and an attractive brunette entered the store, the jeweler 
unlocking the door to let them in. They began to price 
some watches. A moment later another man tried to come 
in, and the jeweler, hesitating to open the door a second 
time, found himself confronted with a revolver and the 
order, “let him in,” from the woman’s companion. He 
did so. Then he was forced into a back room and the 
trio rifled the store. Finding the inner chest of the safe 
locked, they compelled the jeweler to open it for them. 
They were about to leave when two jewelry salesmen 
came in and the bandits delayed their escape long enough 
to also order them to the rear of the store at point of 
pistol. 
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N.Y. CITY JEWELERS’ CONFERENCE 


Members of Retailers’ Organizations of the Metropolis Hold Two-Day Session 


and Banquet at Hotel Astor —Important Discussions on Trade Questions 


The trade conference of the members 
of the jewelry trade of New York and 
the Metropolitan area, sponsored by the 
Executive Board of Retail Jewelers’ As- 
sociations of New York, came to an end 
at the Hotel Astor Monday evening, 
March 21, after two days of serious dis- 
cussion of the complex problems of the 
industry. Jobbers, retailers and manu- 
facturers contributed their share of sug- 
gestions and constructive criticism. 

While each session of the conference 
was devoted to a special subject and a 
discussion of the different phases of that 
subject, it became evident, as the topics 
were taken up, point by point, that the 
present method of distribution in the 
jewelry trade were bearing the brunt of 
criticism, and that this, no matter what 
had been the approach, was finally rec- 
ognized to be the bone of contention. 

Starting at 1 p. m., Sunday, the meet- 
ing was formally begun by Henry Astor, 
general chairman, who originally con- 
ceived the idea of holding the confer- 
ence, and who, through careful planning 
and prolonged efforts, engineered the un- 
dertaking through to its final success. 
Mr. Astor, who is also president of the 
Metropolitan Retail Jewelers’ Associa- 
tion, outlined the purposes of the confer- 
ence and then turned the chair over to 
Phineas Peters, chairman of the Execu- 
tive Board, who was to preside during 
the first session, the subject allotted him 
being “Nationally Advertised Merchan- 
dise.”’ The phases of this subject to be 
discussed were: (1) Price-cutting on ad- 
vertised products with a fixed resale 
price; (2) Value of a Price Differential 
in cash and credit resale prices; (3) Can 
distribution of nationally advertised prod- 
ucts with a fixed resale price be con- 
trolled. Generally, on this topic, the re- 
marks made showed the censensus of 
opinion to be that nationally advertised 
merchandise had, to a large extent, min- 
imized the element of confidence had in 
the individual jeweler by the consumer. 
Speaking under the above headings were 
S. Berkower, S. Reichgott, I. Geffin, Irv- 
ing Richman and Henry Astor. Mr. 
Peters introduced the subject, outlining 
its scope and the problems to be covered. 

On the question of price differential, 
Mr. Astor said that, in his opinion, the 
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nationally advertised products had orig- 
inally been given the approbation of the 
cash jeweler, and had gained distribu- 
tion in this way, the result being that at 





Henry Astor, General Chairman 


present they are now being manufactured 
in such volume as to require additional 
outlets, and being sold by the credit 
jeweler in a manner subversive of the 
interests of the cash merchant who orig- 
inally made it possible for the products 
to be distributed at all. It was said that 
mark-ups had been placed much too high 
to enable the credit jeweler to make a 
profit in spite of his great overhead. 
Emil Brunner, New Jersey jeweler, added 
some pertinent comments to the discus- 
sion. He said that the retail jeweler has 
lost his identity in national advertising. 
The remainder of the afternoon was 
devoted to the subject: Watch Repairing 
—Its Place in the Retail Jewelry Store. 
Jacques LeRoy, New York jeweler, pre- 
sided. Louis Haimann, of Morristown, 
N. J., speaking on this subject, revealed 
some interesting data which he had com- 
piled as the result of a survey on the 
operating practices and results of repair 
departments of some of the jewelers in his 
State. This survey disclosed that the av- 
erage watch repairer’s salary is $43 per 
week, the average return is $93 and the 
average repair sale is $4.50, among the 
jewelers answering the questionnaire. 


Monday 


Monday’s session opened at 11 a. m. 
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with Phineas Peters in the chair. The 
topic assigned to this time was “The 
Wholesaling Retailer,” but as a number 
of persons who had not been present at 
the conference held the preceding after- 
noon, a further discussion of nationally 
advertised merchandise was opened. Mr. 
Peters asked for comments from the floor 
on this subject. 

Mr. Brunner, speaking on the question, 
“Can distribution of nationally adver- 
tised products with a fixed resale price 
be controlled?” remarked that the manu- 
facturers who sell direct can control the 
retail price by controlling distribution. 
John A. Earl, Jr., representative of the 
Gruen Watch Co., said that distribution 
of nationally advertised merchandise can 
be controlled, and pointed out that the 
Gruen sales policy has been one of con- 
trolled distribution for the past 40 years. 

William P. Walsh, president of the 
New Jersey Retail Jewelers’ Association, 
said that “the resale price of merchan- 
dise cannot be gontrolled when sold 
through the jobber; it is only when goods 
come direct to the retailer that its price 
can be maintained.” Mr. Walsh enumer- 
ated several lines going direct which 
have not suffered through price-cutting. 

Charles T. Evans, secretary of the 
A.N.R.J.A., pointed out that there is a 
definite tendency toward distribution 
through selected agencies who are the ex- 
clusive distributors for a product in their 
territories, citing a perfume manufactur- 
er whose products are handled by the 
jeweler in this connection. 

W. Walter Schwab, general manager 
of J. R. Wood & Sons, Inc., discussed the 
problem of controlling distribution in 
connection with that of a national adver- 
tising campaign. He said that in order to 
create a national demand for a certain 
product it is necessary to make tremen- 
dous expenditures in advertising. In turn, 
this requires a large volume of sales, not 
possible when a sales policy of controlled 
distribution is pursued. This, he pointed 
out, is the reason why manufacturers of 
extensively advertised products may find 
it necessary to distribute their goods 
through channels other than _ those 
which insure the protection of legitimate 





(Turn to page 81) 








Credit Jewelers Ready for Big National Convention 





Interesting and Instructive Program and Elaborate Entertainment 
Features of Gathering at Hollywood, Fla., March 28, 29 and 30 





Ho.tywoop, Fia., March 24.—If effort 
on the part of the officers, combined with 
an interesting and instructive program 
and unusual entertainment can make a 
success of a convention, the sessions of 
the annual meeting of the National Asso- 


National Watch Co., B. & E. J. Gross 
Co., Inc., Hamilton Watch Co., Gerling 
Toy Co., Helbein Stone & Co., Illinois 
Watch Co., International Silver Co., I. 
Ollendorf Co., Inc., Oneida Community, 
Ltd., Plaza Music Co. M. A. Reich, 





Here is the Hollywood Beach Hotel where the National Association of Credit 
Jewelers will meet March 28 to 31 


ciation of Credit Jewelers to take place 
March 28, 29 and 30 at the Hollywood 
Beach Hotel, here, should mark a red 
letter day in the history of the organiza- 
tion. So far, however, the tropical beau- 
ties of the “American Riviera” have not 
attracted as many of the credit jewelers 
as were expected, but it is hoped that at 
the sessions which begin Monday, the 
attendance will have grown to sizable 
proportions. Many miay yet come for the 
meeting alone who did not come before- 
hand for the attractive inducements of 
this beautiful beach and the beautiful 
hotel which is used as convention head- 
quarters. 

Asan extra added entertainment at- 
traction, J. Frank Newman, the executive 
secretary of the association, and the man- 
agement of the Hollywood Beach Hotel 
have arranged for a night water car- 
nival for the amusement of the jewelers 
in which national and Florida state 
swimming champions will participate. 
There will also be an element of comedy 
in the human tarpon contest and a canoe 
tilting battle and a colorful water pageant 
will be given in connection with the 
affair. 

The convention, which begins Monday 
with a luncheon at noon for the mem- 
bers, exhibitors and guests, starts in with 
an address of welcome to the’ jewelers 
and a response by President Simon. The 
afternoon will be given over to inspec- 
tion of the exhibits of products of im- 
portant firms in the jewelry trade, among 
whom are listed the following: 

Agfa Ansco Corporation, Buss-Linthi- 
cum-Thorson, Bulova Watch Co., Elgin 





Rettig-Stamm-Gruen Co., W. A. Sheaffer 
Pen Co., Schless-Harwood & Co., Louis 
Stern, Inc., Swift & Anderson, Inc., Seth 
Thomas Clock Co., Underwood Type- 
writer Co., Warner Jewelry Case Co., 
Wolfsheim & Sachs Co., Inc. 

Monday night the jewelers will attend 
the water carnival at the Hollywood 
Beach Casino. 

On Tuesday, March 29, there will be 
a group meeting in the dining room an- 
nex to discuss “How to Organize and 
Operate a Local Credit Association,” the 
speaker being Louis Lefkoe of Philadel- 
phia, while at the noon luncheon B. J. 
Doyle of Philadelphia is scheduled to 
speak on “The Credit Jeweler as I See 
Him Now.” 

But it is in the afternoon of Tuesday 
that the most important event of the con- 
vention will begin, namely, the first part 
of the Sales Clinic conducted by E. St. 
Elmo Lewis, in connection with which 
30 important questions relating to mer- 
chandising in a credit store, have been 
listed for discussion and explanation. 

Wednesday morning session will begin 
with a group meeting in the Dining Room 
Annex on “Inventory and Stock Control, 
Credits and Collections,” the meeting to 
be conducted by B. H. Natchez of New 
York, while at the noon luncheon, Ed- 
mund I. Kaufmann of the Kay Asso- 
ciated Stores of Washington will talk on 
“The Credit Store of the Future.” 
Wednesday afternoon will see the con- 
tinuation of the Sales Clinic conducted 
by Mr. Lewis which is expected to be 
even more important than the previous 
day’s session. 


78 











The morning of the last day (Thurs- 
day), will begin with a group meeting 
in the morning with a question box and 
discussion of such subjects as the “Re- 
tailing Wholesaler,” “Industrial Selling” 
“The Use of Chromium in Jewelry Man- 
ufacturing” and similar topics which will 
be in charge of Charles S. Baumrucker 
of Chicago, while the afternoon will be 
given over to the annual business meet- 
ing for members only, in which the of- 
ficers and committees will make their 
reports and officers be chosen for the 
coming year. 

The banquet on Friday evening in the 
Main Dining Room will bring the con- 
vention to a close. It will be a gala yet 
informal affair with many unique features 
and those participating will enjoy a very 
good entertainment. This will be fol- 
lowed by dancing. 


South Carolina Convention Plans 


Co_tumBiA.—The 13th annual conven- 
tion of the South Carolina Retail Jewel- 
ers’ Association will be held in the Co- 
lumbia Hotel, Columbia, March 28. 

The convention this year will follow 
along the lines of last year, being a one- 
day convention devoted exclusively to 
business matters. There will be a lunch- 
eon at the hotel at noon and a banquet 
that evening at 6 o’clock. 

The 1932 convention will consist of 
one day of solid association work, with 
R. H. Allan, Charleston, president cc the 
organization, presiding. Among the speak- 
ers are Harry G. Matthews, Asheville, 
N. C.; H. T. McClure, Chattanooga, 
Tenn.; President Allan, and L. A. Hall 
of Beaufort, past president. 

Registration will be in charge of P. H. 
Lachicotte and T. M. Harvey, both of 
Columbia. Arrangements are in charge 
of Johannes B. Sylvan, Columbia, secre- 
tary. A small registration fee is charged. 


Former Jacksonville Jeweler Charged 
With Concealing Assets in Bank- 
ruptcy and Falsifying Records 


Winfred G. Ferrell, formerly engaged 
in the retail jewelry business at Jackson- 
ville, Fla., under the name Ferrell 
Jewelry Co., together with his sister, 
Lucille Ferrell Fryer, was indicted by the 
Federal Grand Jury sitting at Jackson- 
ville on Feb. 25, 1932, charged on six 
counts with concealment of assets from 
the receiver and trustee in bankruptcy 
and with falsification of records. 

Late in 1929 Ferrell notified his credi- 
tors he could not meet maturing obliga- 
tions and requested an extension. Sub- 
sequently, on April 5, 1930, an involun- 
tary petition in bankruptcy was filed. 
Schedules filed in July listed assets of 
$130,366.92 with liabilities of $95,082.35. 
The Trustee’s inventory, however, indi- 
cated assets of only slightly over $80,000 
and as audit of the debtor’s book like- 
wise indicated a merchandise shortage, 
creditors applied to the National Jewel- 
ers Board of Trade requesting investi- 
gation through use of its Fighting Fund. 

No date for the trial has yet been set. 
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New York Jeweler Pleads Guilty to 
Issuance of False Financial 
Statement 


Ernest Schafroth, who formerly oper- 
ated a wholesale watch business at 15 
Park Row, New York, under the name 
of Elem Watch Co., pleaded guilty on 
Feb. 29, in the Court of Special Sessions 
to the charge of having issued a false 
financial statement for the purpose of 
securing credit. 

The statement showed the condition 
of the business as of Jan. 1, 1930, 
indicating a net worth of approximately 
$43,000. On April 3, 1930, an involun- 
tary petition in bankruptcy was filed 
against Schafroth and his schedules 
listed assets of $6,676, consisting main- 
ly of accounts, and liabilities of $19,847. 

Creditors applied to the National 
Jewelers Board of Trade for an investi- 
gation through use of its Fighting Fund. 
Complete investigation was made, and 
the results thereof placed with the au- 
thorities. 

Pronouncement of sentence was de- 
ferred until March 28, 1932, in view of 
an indictment pending against Schafroth 
on a larceny charge which is set for an 
early trial. 


Urge German Watch and Clock Manu- 
facturers to Locate in England 


WASHINGTON, D. C.—A report to the 
Department of Commerce statés that four 
or five small German watch and clock 
manufacturers have moved to England. 

Dr. Helmuth Junghans, large German 
watch and clock manufacturer has stated 
that numerous officials from communities 
in England have sent representatives into 
the Black Forest region to circulate propa- 
ganda and attempt to induce local fac- 
tory owners to establish factories in 
England. 

To this end, he stated, they have of- 
fered inducements in the form of re- 
duced taxation and in some instances tax 
exemption for five years. 


Regional Meetings of Empire State 
Jewelers 


A series of regional meetings for re- 
tail jewelers is being held in New York 
State to discuss the Department of Com- 
merce Survey of the jewelry industry, to 
consider local and national problems and 
to promote acquaintance among jewelers. 

Here are the dates and places: 

Utica—April 1. Hotel Martin, 6:30 p. 
m. (Fred W. Roedel, chairman). 

Kingston—April 4. Hotel Governor 
Clinton, 6:30 p. m. (S. A. Scudder, chair- 
man). 

Mount Vernon—April 5. The Knolls, 
Elm Ave., 7:30 p. m. (W. A. Streeter, 
chairman). 

Poughkeepsie—April 6. Hotel Camp- 
bell, 6:30 p. m. (J. Arnold Wood, chair- 
man). 

Oneonta—April 7. Hotel Oneonta, 6:30 
p. m. (R. A. Brigham, chairman). 

Meetings have already been held in 
Jamestown, Buffalo, Rochester, Auburn, 
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One Philadelphia 
jewelry firm that 
has shown more 
than ordinary busi- 
ness courage during 
the depression is 
M. Simon € Co., 54 
N. 11th St. At the 
opening of the en- 
larged and remod- 
elled store a few 
evenings ago, many 
floral pieces from 
fellow jewelers and 
other friends were 
received. Mr. Simon 
was also the re- 
cipient of a flood of 
congratulatory let- 
ters and telegrams 














Geneva and Hornell. Interest and at- 
tendance have been good. 

L. M. Campbell, president of the New 
York State Retail Jewelers’ Association, 
will be a speaker at all meetings; E. M. 
Barringer, treasurer, at Utica; Charles 
T. Evans, national secretary, and Samuel 
Feldman, vice-president of the State as- 
sociation, at Kingston, Mount Vernon and 
Poughkeepsie. 


Depression in Geneva Watch 
Industry 


WASHINGTON, D. C.—The Geneva 
watch industry last year passed through 
the most severe period in its history ac- 
cording to a recent report of American 
Consul Blake at Geneva. 

On the first of this year the number 
of people out of work in this branch of 
the industry, says the report, was so 
great that the Canton of Geneva decided 
to grant to the unemployed, unemploy- 
ment benefit distributed over the whole 
year, at the rate of three days out of 
each week. 

The report says in this connection that 
the annual declared export return of the 
consulate for the fourth quarter of 1931 
showed that the value of watch move- 
ments exported to the United States 
dropped from $74,776 in 1930 to $19,880 
in 1931. 


Philadelphia Watchmakers Organize 


PHILADELPHIA. — Watchmakers of this 
city have for the first time in the local 
history of the trade, perfected an organi- 
zation. It is the Watchmakers’ Associa- 
tion of Philadelphia and is organized to 
combat a number of evils in the trade 
as well as to fight the chain-store repair 
shops that have appeared here and are 
seriously crippling the legitimate trade. 

The organization meeting was held at 
the Jewelry Club’s quarters, through the 
courtesy of that group and was largely 
attended. William H. Penn was tem- 
porary chairman but declined the per- 
manent office for personal reasons. A 
constitution was adopted and these off- 
cers elected: President, J. Silver; vice- 
president, H. Freudberg, financial secre- 
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tary, A. Feinmann; recording secretary, 
Al Zeiger ; treasurer, David Witkin. The 
executive committee is composed of: M. 
Gomber, David Gubin, H. Siegel and B. 
Silver. 

All watchmakers whether working for 
the trade or employed in jewelry stores 
will be enlisted in the -new organization, 
which, it was announced, will work in 
hearty cooperation with the newly formed 
Jewelers’ Guild. g 


Philadelphia Jewelers’ Guild 


PHILADELPHIA. — The _ Philadelphia 
Jewelers’ Guild was organized at a re- 
cent meeting in the rooms of the Jewel- 
ers’ Club of Philadelphia, 1209 Walnut 
St. J. Frank Newman was temporary 
chairman and William Ward secretary. 
James F. Connor, 54 North 11th St. was 
chosen temporary president and William 
Ward, temporary secretary. Committees 
on constitution, dues and watchmakers 
were appointed and the next meeting set 
for April 12 at the Jewelers’ Club. Al- 
most 50 retailers signed as members and 
pledged themselves to bring one or more 
other jewelers to the April meeting at 
which a permanent organization will be 
effected. 

Presence of both cash and credit 
jewelers was the most encouraging fea- 
ture of the meeting. For years there has 
been a chasm between them, but they 
now are fighting common foes in the 
retailing—wholesaler, the catalog houses, 
so-called cooperative buyers, purchasing 
agents and pocket pedlers. 

Watchmakers also will be eligible in 
the Guild. The new organization may 
become affliated with the Pennsylvania 
Retail Jewelers’ Association. 


To Appraise Emeralds Held by 
Colombia 


WasHINGTON, D. C.—A recent report 
received here is to the effect that the 
Colombian government has entered into 
a contract with Dr. Manuel Maria Ma- 
dero of Bogota for an appraisal of the 
emeralds extracted from Muzo and Cos- 
cuez mines and which are now deposited 
in the Naco de la Republica. 














Tax on Manufacturers Sales Defeated 





Measure Goes Down in House of Representatives By Vote of 
223 to 153 After Sharp Contest 





WasHINGTON, D. C., March 24.—The 
sales tax designed to yield $595,000,000 
for the Federal government in 1933 was 
defeated today when insurgent members 
of both parties overrode their leadership 
by a vote of 223 to 153. 

Owing to the fact that the House was 
sitting in committee of the whole no rec- 
ord vote could be taken under the rules. 
When the bill comes up for final passage, 
however, Representative Crisp, acting 
chairman of the Ways and Means Com- 
mittee, may demand a separate vote on 
the sales tax and force members to go 
on record officially. 

The action of the House today while 
not final will not in all probability be 
reversed. The battle has been on in 
Congress since last Friday. 

Without the 2% per cent sales tax 
provisions the bill according to estimates 
will not come within half a billion dol- 
lars Of yielding the revenue necessary to 
balance the budget. Had the bill been 
successful the trade would have had to 
pay the excise tax along with many 


other industries. ‘There were certain 


specific exemptions. 


During the hearings on the Treasury 
selective tax program affecting radios, 
automobiles, etc., representatives of the 
industries in question protested against 
being singled out for taxation and the 
general manufacturers sales tax bill was 
the outcome. 

When the question of taxing luxuries 
was considered prior to the presentation 
of the proposed manufacturers’ sales tax 
the committee in its report said: 


“A tax on luxuries, however sound in 
principle, will not meet the present need 
for revenue. No matter how high a rate 
were levied on luxuries (assuming it 
were possible to agree as to what con- 
stitutes a luxury), it not only would not 
produce the required revenue but would 
produce only a small fraction of it. As 
to a tax on certain selected industries, 
such a tax involved unfair discrimina- 
tion.” 

Leaders will now probably try to take 
their bill back to committee. 








Bandits Rob Philadelphia 
Diamond Importer 


PHILADELPHIA, — Three armed and 
masked bandits slugged a customer un- 
conscious in the office of M. H. Solomon 
& Co., diamond importers in the Victory 
building, 10th and Chestnut Sts., hand- 
cuffed Mr. Solomon, his partner, Morris 
Bristol and their attorney, Harry Sober- 
man, forced them into a private office, 
looted their pockets and wallets and 
escaped with jewelry valued at about 
$1,200. They overlooked a diamond pin 
which he wore under the lapel of his 
coat, which would have added $2,000 
more to their loot. 

The manacled victims’ cries were 
heard by policemen, who released them. 


Plans for Michigan Convention 


Detroit, MicH.—Members of the ex- 
ecutive committee of the Michigan Retail 
Jewelers’ Association met here recently 
and decided to hold the annual conven- 
tion in Detroit on May 1, 2 and 3. 

The gathering day will be Sunday and 
the following Monday and Tuesday will 
be devoted to the sessions. The after- 
noon of Sunday has been reserved for 
golf. In the evening of that day will 
be a social gathering. The sessions will 
start promptly Monday morning at 9:30. 
The annual banquet is scheduled for 
Monday evening. 

Ben Stocker, Detroit, president, is plan- 
ning a program of unusual interest. 
William Fenske, past president and chair- 
man of the board of directors, and Ben 
Steelman, of Kalamazoo, secretary, also 
are assisting in the work. 





Headquarters will be at the Statler 
Hotel. Mr. Fenske announces that space 
for salesmen and their exhibits has been 
reserved on the fourteenth floor. 


Al. Betz Heads Jewelers’ Fraternal 
Association ; 


The annual meeting of the Jewelers’ 
Fraternal Association of New York was 
held March 10 in the meeting rooms of 
the 24 Karat Club at 15 Maiden Lane. 
The following officers were elected: Pres- 
ident, Al. H. Betz; vice-president, Leo P. 
Leddy; secretary and treasurer, William 
Underwood (reelected). Three new mem- 
bers were elected to the Board of Gov- 
ernors, which now stands as follows: 
Harry Kretch, John Wirth, Jerome Grant, 
Henry Green, Gene T. Abbott and Teddy 
Coords, reelected to the board and elect- 
ed secretary of that body at this meeting. 


The various reports were heard, show- 
ing the organization to be in excellent 
financial condition. There had been but 
one death during the past year, that of 
George Schaefer. 

A rising vote of thanks was accorded 
retiring President Jerry Grant for his 
praiseworthy services to the organization 
during his term of office. 


New York Jeweler Convicted of Issu- 
ing False Financial Statement 
John Kambanis, manufacturing jeweler 
of 22 W. 47th St.. New York, was con- 
victed of issuing a false financial state- 
ment on March 10, in Part Six of the 
Court of Special Sessions. He was 
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charged with violation of sections 1293 
and 442A of the penal code. ; 

He was to have been sentenced on 
March 21, but pronouncement was de- 
ferred until the 28th. 


New York Wholesale Jewelry Firm 
Held Up 


A man entered the vestibule of Satz 
Bros., wholesale jewelers, on the 19th 
floor of the Empire Trust building, Fifth 
Ave. and 47th St., New York, on the 
morning of March 19, and, threatening 
Herman Satz, a partner in the firm, with 
a revolver, forced his way into the office 
and took lose diamonds valued at $25,- 
000. The diamonds were the property 
of Whitelaw Bros., 48 W 48th St., and 
had been obtained by Satz Bros. on mem- 
orandum. Mr. Satz said that he had 
just brought the stones up from the vault 
on the ground floor. 

As soon as the bandit had left, Mr. 
Satz turned in the alarm, but police found 
no sign of the robbers. The elevator op- 
erators could not remember having taken 
anyone down from the 19th floor answer- 
ing the description of the hold-up man. 


Advanced Gold Prices in England 
Cause Rush to Melt Old Jewelry 


Lonpon, March 10.—The recent rise 
in sterling slightly lowered the high 
prices paid for gold here but bullion 
dealers and manufacturers as well as 
retail jewelers are still offering about 
27 shillings for gold sovereigns nomi- 
nally worth 20 shillings. The increase 
in the value of gold together with the 
call on the public to supply gold to the 
country has resulted in a surprising rush 
on the part of people who own gold coins 
and old gold jewelry to cash in at the 
present enhanced value of the metal. 

However, this has led the jewelers 
through their National Association to 
utter a word of warning against the in- 
discriminate disposal of antique works 
in gold. In the general turning in of 
old pieces, it has happened that much 
gold jewelry now being sold for its gold 
value, has more value intrinsically than 
is to be found in the precious metal it- 
self. Captain W. Llewellyn-Amos of the 
National Association stated recently that 
the present rush to convert jewelry is 
leading to the discovery of many pieces 
of exceptional intrinsic value which are 
being lost in the melting pot. 

The past few weeks has seen an in- 
crease in the length of the queues with 
sovereigns and old jewelry for conver- 
sion into paper money. From Hatton 
Garden east, right through Clerkenwell 
to Aldgate and Houndsditch, bullion 
dealers, manufacturing jewelers and 
watch and clock concerns are competing 
in the new market for the conversion of 
gold articles and coins. People line up 
all day with bags of hoarded sovereigns 
and antique gold jewelry resurrected 
from old trinket boxes. 

All the assaying offices are busy from 
9 a.m. to 6 p. m. The front page ad 
columns of the metropolitan dailies are 
clogged with appeals for old gold. 
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Ten Broeck Morse 


Ten Broeck Morse, gem expert and 
buyer for Tiffany & Co., New York, and 
for 54 years in the employ of that con- 
cern, died March 6 at his country home 
in Milford, Pa. He was 67 years old. 

Mr. Morse was born in Brooklyn and 
went to work at Tiffany’s when he was 
13 years old. He was well known to 
members of the trade in New York, Lon- 
don and Paris as an expert in precious 
stones. He was a member of New York 
Lodge of Elks, No. 1. 

He is survived by his widow, Mrs. Elsa 
Morse, a son and a daughter. 

Funeral services were held March 9 at 
Campbell’s Funeral Home, with inter- 
ment in Greenwood Cemetery. 


George H. Squire 


NewarkK.—George H. Squire, a mem- 
ber of the former jewelry firm of Squire 
& Son, in Maiden Lane, New York, which 
his father founded in 1837, died in Sum- 
mit, N. J.. March 3. He had lived in his 
native city of Brooklyn until eight years 
ago, when he moved to New Jersey. 

Mr. Squire was a 32nd degree Mason, 
a member of the Sons of the American 
Revolution and one of the oldest gradu- 
ates of the Flushing Institute, of Long 
Island. 

He is survived by four children: Mrs. 
Florence Merriman, Summit; Mrs. John 
L. Baker, Philadelphia; Dr. Roger N. 
Squire, Hartford, Conn., and Nelson B. 
Squire, Brooklyn. 


George Schaefer 


Newark.—George A. Schaefer, 39 N. 
17th St., East Orange, N. J., a jewelry 
salesman and .resident of that city 22 
years, died March 2 after a week’s ill- 
ness, at Presbyterian Hospital. He was 
born in Brooklyn 76 years ago. He was 
connected with C. O. Sweet & Sons Co., 
manufacturing jeweler, of Attleboro, 
Mass., for 28 years. 

He was a member of the Park Avenue 
Church, Disciples of Christ of East 
Orange; the Brotherhood of Traveling 
Jewelers and the Traveling Jewelers’ As- 
sociation of New York. 

Surviving are his widow and a sons, 
Regnell, Glen Ridge; a daughter, Mrs. 
Sarah Hull, and granddaughter, Mrs. 
Margaret McIntyre of East Orange, and 
a brother, Emile, of Ridgewood, L. I. 


Frank W. Thompson 


MERIDEN, CoNN. — Frank Woodruff 
Thompson, 68, retired veteran salesman 
of the International Silver Co., died early 
on the evening of March 14 at his home, 
91 Wilcox Av., after an eight months’ 
illness of complications. 

Mr. Thompson entered the employ of 
the old Meriden Britannia Co. when he 
was 18 years of age, to learn the silver- 
ware business. For many years he was 
in the salesroom as assistant to the late 
George E. Savage, after which he was 
given the New England sales territory 
by C. Rogers & Bros. 

About one year later this concern was 


THE JEWELERS’ CIRCULAR 
for April, 1932 





taken over by the International Silver Co. 
and Mr. Thompson continued with the 
new owners, When he retired last Jan. 
1, he had completed fifty years of ser- 
vice with the International and its prede- 
cessors. 

He is survived by his widow, three 
children, a grandchild, a sister and a 
brother. 

The funeral, which was strictly pri- 
vate, was held March 16. 





Henry Child Kirk, Jr. 


Battimore, Mp.—Henry Child Kirk, 
president of Samuel Kirk & Sons, Inc., the 
oldest silversmith concern in America, 
died here Feb. 28 in the Union Memorial 
Hospital, at the age of 64 years. Mr. 
Kirk had contributed greatly to the de- 
velopnient of fine silversmithing in this 
country, and in addition to being the 
head of his concern, was an expert smith 
himself, creating many fine pieces. 

Henry Child Kirk, Jr., was associated 
with Samuel Kirk & Son, Inc., jewelers 
and silversmiths for 45 years. He en- 
tered the business as a silversmith’s ap- 
prentice under his father, Henry Child 
Kirk,. then president of the company. He 
succeeded to the presidency upon the 
death of his father in 1914. 

The House of Kirk was established in 
1815 by Mr. Kirk’s grandfather, Samuel 
Kirk, and the business has descended un- 
interruptedly from father to son for three 
generations, now enjoying the distinction 
of being the oldest firm of silversmiths 
in America. About 1920 Mr. Kirk estab- 
lished a wholesale business, selling ex- 
clusively to one jeweler in the principal 
buying centers throughout the country. 

Deceased is survived by his widow, the 
former Edith Huntemuller, three daugh- 
ters and two grandchildren. 

Funeral services were conducted at St. 
David’s Protestant Episcopal Church, Ro- 
land Park, with burial in Druid Ridge 
Cemetery. 


William Fiske Rogers 


MERIDEN, ConN.—William Fiske Rog- 
ers, who died here March 5 at the Ameri- 
can Hospital, in his 91st year, was one 
of the founders of C. Rogers & Bros., sil- 
ver plate manufacturers, in which he 
was associated with his brothers, Cephas 
B. and Gilbert Rogers. This concern, 
which in the old days was often referred 
to as “Coffin Plate Rogers,” originally 
manufactured silver-plated trimmings for 
caskets. The business was eventually 
sold to the International Silver Co., which 
controlled the different concerns manu- 
facturing the original “Rogers” brands of 
plated tableware and hollowware. 

William Fiske Rogers was born in Say- 
brook, came to Meriden as a child and 
began work as an apprentice when 12 
years old. He received his training with 
the Charles Parker Co. After serving in 
the Civil War, he joined his brothers in 
the silver-plate business, retiring about 
25 years ago. He is survived by a son, 
Burton C. Rogers of Meriden, and Mrs. 
Henry J. Sanford of San Diego, Cal., 
three grandchildren and two great grand- 
children. 
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A. H. Disbrow 


A. H. Disbrow, for the past 12 years 
New York representative of the Bristol 
Seamless Ring Co., 123 Liberty St., died 
March 19 at his home, 18 Lyle Ave., Ten- 
afly, N. J., after a short illness. He was 
56 years old. Funeral was held March 
22 -from the late. home, with burial in 
Brookside Cemetery, Englewood, N. J. 

Mr. Disbrow had been associated in 
the jewelry trade since his boyhood, and 
was well known and liked. He leaves 
his ‘widow and parents. 


New York Trade Conference 

(From page 77) 
retail jewelers through price maintenance. 
As a check on the distribution of goods 
with an advertised retail price through 
channels which would finally lead them 
to industrial jobbers and price-cutters, 
Mr. Schwab suggested that a committee 
of retailers have a certified public ac- 
countant go over the books of the man- 
ufacturers willing to submit to such a 
procedure, in order to show how the goods 
had been distributed, and establishing 
the sales policy of the concern in ques- 
tion. He said that the books of J. R. 
Wood are open to such an investigation 
at any time. 

Speakers. during the Monday afternoon 
session included S. Reichgott, E. Brun- 
ner, W. Walsh, J. Goldstein, and others. 
A. Landau, president of the Bronx Re- 
tail Jewelers’ Association, presided dur- 
ing this period. 

Speaking of retailing by wholesalers, 
Mr. Luria, of L. Luria & Son, whole- 
salers, offered a defence of the jobber, 
making a distinction between those that 
“sin and repent” and those that “sin and 
enjoy it.” He said that the solution for 
the problem presented by the latter class 
of jobbers lay with the manufacturer 
who knows where his goods go and is 
able to control distribution. 

The latter part of the afternoon in- 
cluded further discussion of the retailing 
wholesaler. David Greenberg, counsel 
for the Executive Board, took the chair 
during a discussion of price control leg- 
islation. 

The Banquet 

The banquet and ball, held in the 
North Garden Ball Room Sunday eve- 
ning, was attended by more than 300 per- 
sons. Waterman fountain pens were dis- 
tributed as souvenirs. After a few ad- 
dresses, each of which terminated with 
the remark “there will be no speeches this 
evening,” the floor was cleared and the 
dancing began. At the close of the din- 
ner two detectives, Donald Carey and 
Aristides Ramos, who had been instru- 
mental in bringing to justice the bandits 
who held up A. Landau, president of the 
Bronx jewelers, were presented with 
handsome watches as tokens of appreci- 
ation. 


Prices of Silver Bars 
a7. S. 
Government New 
London Assay-Sell- York 


Date Official ing Price Officias 
..  . ee 19% 33% 30% 
| ES sgeeeerrre e 19 ps5 32% 30% 
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You Can Depend on HAMILTON! 


To the Retail Jewelers of America: 





¥* *&* &k& k kK kK k * 


A slightly downward pricing of Hamilton watches to wholesalers, retailers 
and consumers, went into effect on March 1,. 1932. This is the Hamilton 
Watch Company’s answer to the demand of a new economic era for orderly 
adjustment. Manufacturing economies made possible by changed conditions 
have been adopted without sacrifice of Hamilton quality, which always comes 
first. 


Hamilton has protected its market for the past two years at considerable sacri- 
fice of sales volume. It has made this contribution to you that prices might 
be stabilized and to insure you a profit on your Hamilton watch sales. The 
company has consistently avoided drastic price reductions that would obsolete 
large portions of your stock of Hamilton watches, 


Hamilton intends to insure with its March Ist repricing, that stabilization 
which is lacking today on many other products throughout the industry. 
The Hamilton Watch Company is taking a loss on that part of its inventory 
made under higher production costs. There is still a fair profit for you from 
the Hamilton watches now in your stock even at the new consumer prices. 
There is a slightly greater profit for you in the repriced Hamilton line which 
you can now purchase with assurance. 


The Hamilton Watch Company is determined to prove to the jewelry industry 
that a time-honored, prestige and quality product like its watches can survive 
this, another of America’s recurrent economic crises, without loss of face, value 
and acceptance. 


We are confident this will be welcome news to the entire jewelry industry. You 
can be assured that Hamilton policies will remain constant. We are deter- 
mined, as always, to keep Hamilton America’s finest high-grade timepiece. 
We have every confidence in the future of the retail jewelry structure of 
America. You, in turn, can depend on Hamilton just as you always have. 


Write to your wholesaler for the new Hamilton retail price list and further 
details. 


HAMILTON WATCH COMPANY 


Lancaster, Pa. 

















NEW YORK 


Abraham Levy, 6 Maiden Lane, is now 
trading as the Leeds Jewelry Co. 

John Boylan, for the past 16 years lo- 
cated at 7 W. 45th St. is now in new 
quarters at 444 Madison Ave. 

Sidney Kaufer of Sidney Kaufer & Co., 
4g W. 48th St., left recently for Europe 
on a visit to the markets of Antwerp and 
Amsterdam. 

Nat. R. Hirschhorn, representing the 
Pierce Watch Co., Inc., 60 E. 42nd St., is 
now calling on the trade through the 
Middle West. 





John Wirth President of Outing Club 


The Maiden Lane Outing Club held its 
annual meeting and election of officers on 
March 10 in the meeting rooms of the 
24 Karat Club. Those elected to office 
were as follows: President, John Wirth; 
vice-president, Al. H. Betz; secretary and 
treasurer, Jerome Grant (reelected). 
The executive committee will be appoint- 
ed later in the season. 

President Wirth announced that the 
tickets for the summer outing will be 
ready soon. 





Conover & Quayle, material jobbers, 
170 Broadway, will move, April 1, to 
much larger quarters, on the fourth floor 
of 10 Maiden Lane. 

J. L. Pessel & Co., Inc., 74 W. 46th St., 
have announced that they are continuing 
as successors to the W. & P. Jewelry Co., 
Inc. 

Charles A. Keene, retail jeweler at 
180 Broadway, is retiring from business. 
Mr. Keene has been in business at that 
address for many years. 

Charles Fischer, manufacturing jeweler, 
formerly at 562 Fifth Ave., has removed 
to 15 W. 47th St., the firm name becom- 
ing Charles Fischer & Co. 

A. Vallat, the European advertising 
manager of the Omega Watch Co., re- 
cently arrived here, bringing with him a 
new line of Omega watches which will be 
shown this spring. 

John M. Tonry, son of Charles J. Ton- 
ry, manufacturers’ representative at 9-11 
Maiden Lane, is representing the ecclesi- 
astical line of the P. & A. Linton Co., 
Inc., Providence, in New York, and for 
the export trade. 

Samuel Bernard, of the Time Service 
Co., 516 Fifth Ave., is to give his lecture, 
“The Romance of Time,” before the 
round table conference of the Dunbar Co- 
operative Community, at 2588 Seventh 
Ave., on April 4. 

The annual meeting of the Maiden 
Lane Historical Society will be held in 
the rooms of the 24 Karat Club, 15 
Maiden Lane, on Thursday, March 31, 
at 3 p. m., for the election of officers 
and such other business as may come 
before the meeting. 

Philip J. Breivogel, trading as the 
Watch Dial service, watch repairs to the 
trade and the manufacture of dials, 15 
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Maiden Lane, on and after April 1, will 
be located in new quarters in Rooms 44- 
45, 65 Nassau St., with shop and dial fac- 
tory on the premises. 

Bernard Landau, 527 Fifth Ave., has 
recently returned from a seven months’ 
trip around the world, visiting the pearl 
markets of Bombay and the various 
precious stone centers of India, Ceylon 
and Europe. On May 1 he will be lo- 
cated in new offices at the above address. 

Harry C. Maybaum, of Maybaum Bros., 
Inc., 48 W. 48th St., sailed March 18 on 
the Paris for a cruise of the Mediterran- 
ean. Before returning he will remain 
two weeks in Amsterdam, Antwerp and 
Paris, visiting the diamond and pearl 
markets. 

Reikichi Yokahama, of the K. Miki- 
moto Co., Tokio, Japan, arrived in San 
Francisco on March 5. After brief visits 
there and in Los Angeles and Chicago, 
he came to this city, where he will re- 
main for some time, later returning to 
the Pacific Coast as sales representative 
of his concern. 

David Mayer, who was for many years 
well known in the diamond trade of New 
York and of recent years has been a resi- 
dent of Antwerp, arrived in New York 
last month on his regular visit to this 
city. While in New York, Mr. Mayer 
makes his headquarters with his brother, 
I. J. Mayer, 68 Nassau St. 





Precious Stone Dealers Association 
Elects Officers 


The Precious Stone Dealers Association 
of New York held its annual meeting 
March 3 at the Hotel Piccadilly, 227 W. 
45th St. The following officers were 
elected: President, Isador Lassner, of 
Lassner & Bambetger; vice-president, 
Lawrence E. Mulligan, of Mayer & Mul- 
ligan; treasurer, Milton Belgard, of Bel- 
gard & Frank; secretary, Leopold Nathan, 
of S. Nathan & Co. The Board of Direc- 
tors includes Phillip Fried, of the Heller- 
Hope Co.; Edward Starke, of Edward 
Starke & Co., and Jack Wider, of Dreher 
Bros. & Wider. 





The jewelry auction sale held March 
10, 11, 12, by the American Art Associa- 
tion-Anderson Galleries, Inc., liquidating 
the estate of the late John Kirkpatrick, 
realized a total of $206,145, disposing of 
389 pieces of jewelry. Many prominent 
people attended the sale. The record 
sale was a diamond bracelet which went 
to Mrs. M. Pomeroy for $11,000. 

William Schneiderman, past president 
of the Bronx Retail Jewelers’ Association, 
formerly located at 995 Southern Boule- 
vard, Bronx, has retired temporarily 
from business and will leave in the near 
future on a pleasure tour to the Pacific 
Coast. The first stop will be Washing- 
ton, D. C. He will be accompanied by 
Mrs. Schneiderman and his son, Leonard. 

The new building at 608 Fifth Ave., 
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the corner of 49th St., is becoming a cen- 
ter for pearl and precious stone dealers. 
Between April 15 and May 1 the follow- 
ing gem merchants will take new quar- 
ters at that address: Robert H. Klitz, 
moving from 535 Fifth Ave.; Jules Frank- 
lin, Inc., moving from 452 Fifth Ave.; 
Goodfriend Bros., from 542 Fifth Ave.; 
Walter Eitelbach & Co., Inc., from 576 
Fifth Avenue, and Julius Raunheim, Inc., 
from 527 Fifth Ave. 





Jewelers’ Square Club Officers 


The Jewelers’ Square Club of New 
York held its ninth annual Anniversary 
Dinner meeting March 7 at the Picca- 
dilly Hotel. There were 150 members and 
guests present. After the business of the 
meeting the entertainment committee put 
on an elaborate show. 

Officers elected for the ensuing year 
are as follows: President, Edmund G. 
Flint; vice-president, James E. Thiese; 
treasurer, William B. Peck; secretary, 
Harry Levy, and sergeant-at-arms, Jo- 
seph Smolin. 





Detectives of the Richmond Hill Pre- 
cinct arrested four men and three girls 
in an East 10th St. apartment early the 
morning of March 3 in connection with 
the hold-up of the Williams Jewelry, Inc., 
store, 120-15 Liberty Ave., Richmond Hill, 
N. Y. Bernard Spira, one of the pro- 
prietors, identified one of the. arrested 
men as one of the several bandits who 
robbed the store. 

George Edye Farr, for 26 years asso- 
ciated with Tiffany & Co., of New York, 
as an authority on old English silver, 
died here at his home in Bergenfield, N. 
J., recently, after an illness of five months. 
He was 69 years old. He was born in 
Exeter, England, and was at the head 
of his own firm of silversmiths in Scar- 
borough before he came to the United 
States. He was noted among experts for 
his knowledge of old York silver. 

The Jewelers 24 Karat Club at a reg- 
ular meeting held March 16 formally de- 
cided to resume its annual banquet next 
year and to also have its regular outing 
this June, and the president was urged 
to appoint the committees to take charge 
of these affairs at once. The regular 
beefsteak dinner of the club which will 
be for members only will be held, as an- 
nounced at the Hotel Warwick, Tuesday 
evening, April 12. At the March meet- 
ing of the club, at which Vice-President 
Mehrlust presided, only routine matters 
were discussed besides the action on the 
regular events. 


Platinum Market 


Platinum prices, as of March 21, were 
officially quoted as: 


MOM den ctecucvedcaddbesaaans «¥Gakads $40.00 
Containing 5 per cent iridium......... 42.00 
Containing 10 per cent iridium........ 44.00 
WIE cans ciacccdvadeewodasenudeees 85.00 
ip eT a errr 21.00 








WATCH STRAP 


IT CAN'T SPLIT 
BECAUSE IT’S 


ONE P/ECE 


ORDER FROM 
YOUR 


JOBBER < YY 


FINEST 
LEATHERS 


ONE PIECE Y 0: FOR 
END FR EE 


NO STITCHING 
TO BREAK SNVTTE 
STRAP 


lo- 


SAUER SCO. 


MANUFACTURERS 
439 RACE ST*CINCINNATI 
NEW YORK OFFICE*307 FIFTH AVE. 
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COLLECT 
YOUR SLOW-PAY 


ACCOUNTS 














s 
There may be a perfectly legitimate reason why you can’t 
py arune Eereaeans to help @ et to 
reat all our customers with consideration and in these 
strenuous times we ¢p even further in our efforts bo co- 
operate@ Why nof reach for your phone NOWe 


@ P.S.OF course if you can conveniently reach for your 
check book ah on the better e , - 














@ I offer to jewelers a series of six collection stick- 
ers that “get the money.” 


@ They save letter writing—Telephone calls— 
unnecessary arguments. 


@. Send for Free samples and special low price to 


RICHARD C. WALTER 








2113 Cove St., Los Angeles, Cal. 




















LEARN ENGRAVING 


Learn how to lay out attractive monograms 
and how to engrave them, how to do cellu- 
loid engraving and fillng in engraving. 
Wm. Kassel’s “Short Course in Engraving 
for Jewelers” tells you how. 


It also gives full instructions for Making 
Wax Colors, “Tinting,” Raised Gold and 
Silver Letters on Celluloid, The Care and 
Sharpening of Gravers, etc., etc. Interest- 
ing, instructive, illustrated. Order a copy of 
this valuable booklet today. Send fifty cents 


to— 


THE JEWELERS’ CIRCULAR 
239 West 39th Street New York, N. Y. 

















Two Standard Books for 
Optometrists and Opticians 


ener 


By LIONEL LAURANCE 











General and Practical Optics 
(Third edition, 360 pages and index) 


Visual Optics and Sight Testing 
(Third edition, 420 pages and index) 





Price, $5 for Each Book | 





OPTICAL JOURNAL & REVIEW 
239 West 39th Street New York City 
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PROVIDENCE: 


Wallace F. Mabee, one of the firm of 
Mabee Bros., Eastport, Me., was very re- 
cently elected Mayor of that city. 

The Waite-Evans Co. has removed its 
manufacturing jewelry plant from 95 
Chestnut St. to the Doran building, 150 
Chestnut St., Providence. 

The Rose Jewelry Co. 7 Eddy St., 
Providence, is owned and conducted by 
the T. & R. Jewelry Co., Inc., of which 
Louis Garfinkle is president and Angelo 
Rossi treasurer. 

The H. & H. Screw Products Mfg. Co., 
Providence, has located at 1883 Mineral 
Spring Ave., North Providence, where a 
well-equipped plant is being operated on 
screw machine work for manufacturing 
jewelers. 

John F. Allen & Son, Inc., has been in- 
corporated under the laws of Rhode 
Island to deal in precious and semi- 
precious stones, with a capital stock of 
$32,000 consisting of 320 shares of pre- 
ferred stock at $100 each and 100 shares 
of common, no par value, stock. The in- 
corporators are: Roger T. Clapp, Mason 
B. Merchant and Noel M. Field. 

Beginning March 21, the business es- 
tablished in 1866 by Louis Newman and 
carried on by Philip Mendel as manager 
for his widow from Nov. 18, 1916, until 
1925 under the style “Louis Newman Co.,” 
will be revived under the same style. 
Mr. Mendel has decided to locate tem- 
porarily, at least, at Room 49, 15 School 
St. Boston, where the Louis Newman 
business was carried on previous to mov- 
ing to 120 Tremont St. 

Asa L. Sawyer, foreman of the Frank 
Wilmarth Co., manufacturing jewelers, 
Providence, died March 10 at his home, 
129 Anthony St., East Providence, after 
an illness of five weeks. He was in his 
50th year. Mr. Sawyer was for some 
time with the Ostby & Barton Co., 
and was well known in the industry. 
He was active in Masonic circles and 
was a past master of Rising Sun Lodge, 
No. 30, F. & A. M. He was also a mem- 
ber of the Craftsmen’s Club. 

The contract for furnishing 58 electric 
clocks for the final wing of the new 
Providence County Court House, besides 
the clock for the tower of the new struc- 
ture, has been awarded by the Court- 
house Commission to Scannevin & Potter 
of this city, at their bid of $11,337, they 
being the lowest bidder. With the com- 
pletion of the structure there will be 134 
interior clocks in addition to those in the 
tower, 75 having been installed in the 
first wing by the Tilden-Thurber Corp., 
whose bid on the present wing was 
$11,986. 

The Sweet Mfg. Co., Attleboro, has 
completed negotiations whereby it will 
take over the machine chain business of 
the Electric Chain Co. on April 1, or as 
soon after that date as the transfer can 
be effected. Frederick Johnson and 
George Sawyer are withdrawing from 
the Electric Chain Co. and Fred Bag- 
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nall, a third member of that concern, 
will continue to conduct the finished 
product part of the business in a section 
of the building that the Electric Chain 
Co. now occupies. Mr. Sawyer is inter- 
ested in another business in Providence 
and Mr. Johnson, who is authority for 
the announcement of the change in the 
business, has made no statement as to his 
future activities. 

At a meeting held a few days ago by 
the directors of the New England Manu- 
facturing Jewelers’ and Silversmiths’ As- 
sociation at the room in the Biltmore 
Hotel, Providence, the matter of what 
could be done for the nearly 4000 jewelry 
workers who are now unemployed was 
discussed at considerable length. While 
no definite action was taken it was tacitly 
agreed that any increase in orders be 
taken care of by increasing the number 
of workers rather than any increase in 
the number of hours of present workers. 
It was also proposed to establish bureaus 
in both Providence and the Attleboros 
for registering unemployed jewelry. work- 
ers from which manufacturers could easi- 
ly procure the type of workmen needed. 


Ludwig J. Roehr 


PRovIDENCE, R. I.—Ludwig J. Roehr, 
who was the head of the Bassett Jewelry 
Co., died Saturday morning, March 5, at 
the family home, 14 Sefton Drive, Edge- 
wood, in his eighty-first year. Up to 
Jan. 31 he had been active in his at- 
tendance of his business. 

He was born in Williamsburg, N. Y., 
and when a young man came to Provi- 
dence. He started in the jewelry business 
in Springfield, Mass., and some years 
later he engaged with Carter, Sloan & 
Co. at Newark as department superin- 
tendent. In 1889 Mr. Roehr acquired 
an interest in the Bassett Jewelry Co., 
Newark, and in 1897 moved the factory 
to Providence. 

He is survived by a son, Clarence, who 
has been associated with him in the bus- 
iness for a number of years, and a 
daughter. 


Arther A. McRae 


ATTLEBORO, Mass.—Arthur A. McRae, 
for more than 35 years identified with 
the development of the manufacturing 
jewelry industry of the Attleboros, died 
at his home, 48 N. Main St., on Tuesday, 
March 15, after a long illness, in his 73rd 
year. 

He was born in Taunton, Mass., on 
Oct. 19, 1859, but lived there only three 
months before his family removed to New 
York. When he was 13 years old the 
family took up its residence in Attleboro. 
He began work as an office boy in the 
W. & S. Blackinton’s jewelry factory in 
1873 and was there for 20 years, being 
chief designer and pattern maker when 
he left that concern in 1892. The follow- 
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ing year he and the late Charles P. 
Keeler established the manufacturing 
jewelry firm of McRae & Keeler, which 
is still in operation, although Mr. McRae 
retired from active work last June. The 
firm was among the leading jewelry con- 
cerns at Attleboro during the last two 
decades. 

He is survived by his widow, two sons 
and two daughters. 


Prizes Awarded to Students of 
Jewelry Design 


PROVIDENCE, R. I.—The accomplish- 
ments of the class in, jewelry design at 
the Providence Trades School were ap- 
praised by a number of prominent jewelry 
manufacturers on Thursday, March 17, 
when the term closed for the 28 members 
of the class. Lawrence M.: Bayan, ~who 
was formerly in charge of the depart- 
ment of jewelry design at the Fawcett 
School of Industrial Arts at Newark, is 
instructor in charge. 

A jury of manufacturers, after inspect- 
ing the work, awarded the prizes which 
included a gold medal from the Brier 
Mfg. Co.; a silver medal from Harvey 
& Otis; a bronze medal from Irons & 
Russell and a gold coin from the Craven- 
Whittaker Co., Inc. These were awarded 
respectively to John DeStefano, Robert 
Blythe, Frank DeOrchis and Daniel S. 
Bears. 

At the Rhode Island School of Design 
a contest has just closed for three prizes 
offered by the Ostby & Barton Co. for 
new designs in rings which would be in 
keeping with modern style trends in cre- 
ating a type of low-priced jewelry which 
would be genuine both in stone and metal. 
Fifteen models were submitted which af- 
ter careful consideration resulted in prizes 
being awarded to Caroline Koetsch, $15; 
Orlando Recchia, $10, and Edith LaFon- 
taine, $5. 


Gift Shows Attract Many Jewelers 


The New York and Boston Gift Shows, 
held respectively on Feb. 22-26 and Feb. 
29-March 4, both showed increases in 
the number of jewelers attending. The 
New York show, held at the New Yorker 
Hotel, under the direction of George F. 
Little, exceeded the August show in the 
number of exhibits as well as in the 
number of lines shown. The general at- 
tendance was also well above that of 
last fall. 

In Boston, the show of the Associated 
Eastern Exhibitors enjoyed a record reg- 
istration, with a total of 240 lines on 
display. 

The general feeling at both shows was 
a tendency away from “cheap” merchan- 
dise, and a revival of buying on the 
basis of quality standards. 

Many new and interesting creations 
were exhibited at both of the shows. 
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SECONDS: 


BROADWAY 


PLENTY OF TIME!! 


When every minute counts, that’s the 
time you will be glad you’re stopping at 
the PARAMOUNT in the heart of the 
JEWELRY CENTER. No more rushing 
to make trains, no heavy taxi bills and 
no more “breakneck” speed to keep 
appointments. 

























THE STRONGHOLD RING GUARD 


AN UNBEATABLE RING GUARD 
14K. solid gold ring guard. Perfectly resilient, 
fits snugly on ring and insures a comfortable ft. 
a for Men’s, Women’s and Children’s 
s. The guard cannot come off the ring. Sold 
on cards of 1 dozen in assorted sizes and colors. 
Also for Baby Rings. Each guard guaran 
replace all guards if they break or bend out of 
shape. Each guard stamped 14K. 
Order Through Your Jobber 


> STRONGHOLD RING GUARD CO. 
Pat. No. 1809045 406 East 149th St., New York 


No wonder so many folks call the 
PARAMOUNT “home” .. . for a nice 
furnished room with bath, shower and 
running icewater costs so little! 











OFFICES FOR RENT IN 


700 ROOMS National Jewelers Board of Trade Bldg. 
From $3.00 Single 22 West 48th Street, New York City 
5.00 Double a ae Tunelass osteoaney. —— 


DE WITT,, SMITH & BATZLE, Managing Agents 
Wall Street, New York City 


Phone Whitehall 4-3833 


10.00 en suite 














Special rates for permanent guests. 
VISIT NEW YORK’S MOST BEAUTIFUL 


< ree, REEVE & MITCHELL CO. 


THE PARAMOUNT GRILL SINCE 1898 
NON-TARNISHING 


FLANNEL BAGS and ROLLS 


L110 Sansom Street Philadelphia, Pa. 














NEW INVISIBLE RING GUARD 


Entirely concealed when on finger. 

No wire to twist or break. 

Excellent for diamond wedding rings. 

3 widths, 14 kt. white and yellow gold. 
Soldered inside of shank. 

Keeps setting in right place. 

Guard will not slide around ring. 


Samples and prices gladly sent on request. 


PRILERITE CO. 
71 Nassau St. Tel. Cortland 7-4828 New York City 


CHARLES L: ORNSTEIN 
©*=*MANAGER:=: ¢ 


























CHICAGO: 


Mrs. Maria Hillinger, whose husband 
founded the business of R. J. Hillinger 
& Co., of 10 S. Wabash Ave., died at her 
home here on March 7. Mrs. Hillinger 
was born in Switzerland 91 years ago and 
has lived in Chicago for 75 years. 

At the annual meeting of the Western 
Clock Co., Inc., of La Salle, Ill., held 
recently, Ralph H. Matthiessen was re- 
elected to the office of president of the 
concern and chosen also as general man- 
ager. 

Mr. and Mrs. A. Diamant, retail 
jewelers, of Kansas City, Mo., visited 
the family of Jack Lebow, jeweler, in 
Chicago, several days recently, en route 
to New York. From New York they sailed 
for Europe, where they will visit the 
principal countries combining business 
with pleasure. 

The horseshoe, as the traditional omen 
of good luck, double-crossed Joseph Fras- 
er early one morning recently. The 
double-crossing occurred when he threw 
one through the window of the Barnett 
Jewelry Shop, at 39 N. Wabash Ave. A 
policeman arrived in time to find Fraser, 
on parole from Joliet prison, pocketing 
two diamond rings and seven watches, 
valued at $2,000. 

The Fraternal Association of Chicago 
Jewelers held the annual meeting on 
March 5 at which time D. E. Newman 
was elected president, C. A. Lundquist 
vice-president, and John G. Leiner was 
reelected secretary and treasurer. Direc- 
tors elected were: E. L. Badgley, Charles 
Brown, Samuel Pearlman and Albert 
Moss. A very satisfactory financial re- 
port was submitted. Four thousand eight 
hundred dollars in claims have been paid 
to date, and the net value of cash and 
bonds on hand is nearly $8,000. 

Two well - known jewelery houses 
changed their locations during March. 
The S. Wechter Co. removed from the 
eighth floor of the Pittsfield building, at 
55 E. Washington St., across to the fif- 
teenth floor of the Garland building, at 
58 E. Washington St. Juergens & An- 
dersen Co. moved from the ninth floor 
of the Pittsfield building to the space on 
the eighth floor formerly occupied by the 
Wechter Co. 

The immunity of Max Levy seems to 
have ended but his brother, Ernest, is 
faring a little better at the present time. 
Both were convicted early last month by 
a jury in the court of Judge James Kelly 
of larceny in connection with a jewelry 
theft here. At the same time David Blu- 
menfeld was convicted of receiving stolen 
preperty. The bonding company surren- 
dered Max when it was discovered Ernest 
had skipped, and Max is now in jail. 
The convicted men have often been in- 
volved, but this is the first successful 
prosecution. 

Stockholders of the Elgin National 
Watch Co. have elected John Stuart, 
William B. Cormany and T. Albert Pot- 
ter to the board of directors to succeed 
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Henry A. Blair, Taylor Strawn and L. A. 
Laflin. Mr. Blair died sometime ago and 
Mr. Strawn resigned from the board. 
Mr. Potter was recently elected president 
of the company succeeding De Forest 
Hulburd. The company reported a net 
loss for 1931 of $1,057,558 after. all 
charges had been deducted including 
$429,558 idle plant expenses and manu- 
facturing costs arising from subnormal 
production. The December 31 balance 
sheets showed current assets of $10,033,- 
336 against liabilities of but $441,083. 


A. C. Becken Co., Chicago, Gives a 
Deed of Trust 


Cuicaco.—The A. C. Becken Co., 35 
E. Wacker Drive, one of the largest 
wholesale jewelers and diamond import- 
ers of the country, executed a deed of 
trust, March 15, for the benefit of 
creditors. The trustees named are Louis 
Goldman of the law firm of Goldman, 
Allshouse & Healy, and Fred E. Hum- 
mell. The trustees took possession March 
16 and immediately started preparing a 
statements of affairs and it is expected 
that detailed figures will be submitted 
to creditors within the next week or so. 

It is said that the nominal assets great- 
ly exceed the liabilities but the debtor 
was unable to raise necessary funds just 
at present for operating expenses and 
maturing liabilities and a trusteeship was 
deemed advisable to protect the interest 
of all. 

The great bulk of the indebtedness is 
said to be to New England manufacturers 
though the firm has some large creditors 
in Chicago and a few in New York. 
The Manufacturing Jewelers Board of 
Trade of Providence has been requested 
to appoint a committee of five consisting 
of the larger creditors in these three 
cities and until this committee has been 
appointed and been able to make its in- 
vestigation, request has been made that 
creditors. take no action that would dis- 
rupt the present status of the company. 


Bankrupt Chicago Diamond Merchant 
Charged with Concealing Assets 


Cuicaco.—Max Pian of 29 E. Madi- 
son St., was recently indicted by the 
Federal Grand Jury sitting at Chicago 
on the charge of concealment of assets 
from his receiver and trustee in bank- 
ruptcy. 

Pian had been engaged in the diamond 
business in Chicago for a number of 
years and as of Jan. 15, 1930, filed a 
signed financial statement with the Na- 
tional Jewelers Board of Trade claiming 
assets of $52,774.95, liabilities of only 
$3,835.50 and net worth $48,939.45. On 
Oct. 28, 1930, while motoring to Mil- 
waukee, he claimed to have been held 
up and robbed of his entire diamond 
stock of the value of some $40,000. On 
Dec. 2, 1930, he filed a voluntary petition 
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in bankruptcy listing liabilities of some 
$20,000 and assets of approximately 
$1,700. 

Interested creditors promptly applied to 
the National Jewelers Board of Trade 
for investigation of the situation through 
use of its Fighting Fund. With the co- 
operation of the National Association of 
Credit Men a detailed investigation was 
made and the results thereof placed with 
the authorities. 

Pian was apprehended in Los Angeles 
and released under bond of $2,500 to ap- 
pear in Chicago. 


Harry H. Miller 


In the death of Harry H. Miller, which 
occurred at his home, 7521 Luella Ave., 
on the evening of March 12, the jewelry 
trade lost one of its best known and most 
highly regarded members. Mr. Miller, 
who was 56 years of age at the time of 
his death, began his career in the jewelry 
trade as an errand boy in Chicago when 
he was 13 years old, and was. active up 
until a little over a year ago. In that 
time he was associated with leading 
houses in Chicago and represented prom- 
inent eastern manufacturers in the Mid- 
dle West, South and West. A man who 
placed honor and integrity above all else, 
he endeared himself to all who knew him. 

The funeral was conducted at Furth 
Chapel on Tuesday, March 15, and was 
attended by many representatives from 
every branch of the industry in Chicago. 
Interment followed in Free Sons Cem- 
etery. 

Deceased is survived by his widow and 
two children, Edwin and Jane, and one 
sister, Mrs. Hattye Marcus. 


Nebraska Jewelers Plan Convention 


OmaHaA, Nes.—The annual convention 
of the Nebraska Retail Jewelers’ Associa- 
tion will be held April 13 and 14 at the 
Fontenelle Hotel, in this city. The con- 
vention will open with a noon luncheon 
on Wednesday. The famous KU KU 
party will be held Wednesday night, 
with sessions continuing on Thursday. 

The program includes a round table 
conference, taking up subjects of trade 
importance. 





Hold Cooperative Sale 


Peoria, Itt.—Through the concerted 
action of 11 leading Peoria, IIl., retaj 
jewelers, a successful sale was held: ‘a 
short time ago. The sale was held in an 
effort to stabilize business and to chcek- 
mate the rumored promotion of several 
itinerant auction sales. 

The concerns participating were: Gold- 
stein Jewelry Co., Russell Herget, Kay 
Jewelry Co., Kennedy Bros., F. R. Moore, 
Oberman Jewelry Co., Potter & Anderson, 
Singer’s Jewelry Co., Weisser Jewelry 
Co., Wieting & Beck and A. G. Wellmann. 











April, 1932 





CIRCULAR 





THE JEWELERS’ 
























|> REPAIRING < 


MESH BAGS, LEATHER BAGS 
} BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


OLD GOLD > PLATING <« 
& SILVER wy cinowst 


Operating one of the largest shops in the middle west. 
Ou Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 


the immediate and perfect execution of your work. A 

quarter century of successful experience aided by the 

latest complete mechanical equipment assures low cost, 

dependable service and your entire satisfaction with 
each job. 


PSILVERWARE< 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. : 
10 S. WABASH AVE., CHICAGO 


‘en _— 








































STOP and CONSIDER 


how you can be assured of a fair 
return for the values contained in 
your old gold, silver, platinum, 
filled and plated scraps, sweeps, 
polishings and obsolete unsalable 
jewelry. 
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HOROLOGICAL 
QUESTIONNAIRE 


By 
LESTER B. PRATT 











(Continued from the March issue) a 


How shall we proceed 
to mill the teeth in our cutter blank so that we may use 
it for cutting steel wheels? 


Answer.—Referring to Fig. 3; C is a good form of 
cutter to use for milling out the tooth spaces in our pinion 
cutter. shows the space to be removed to form the 
cutting faces. A shows the finished form of our cutter 
blank in section. To mill out the tooth spaces in our cutter 
blank, we will require a cutter with the edge formed as 
shown at B. We will make this cutter in the same manner 
as described for making our pinion cutter, except that the 
edge be formed as shown. Assuming that we have no 
cutter at hand to mill out the tooth spaces in the cutter 
blank shown at C, we may cut out the spaces with a 
three-cornered.file so that it will answer our requirements. 
The principal point to observe in this case is to make the 
cutting faces radial with the center and keep them as flat 
as possible. Later on we may use this roughly milled 
cutter for making a similar cutter which will be properly 
milled out and true in every respect. In this manner, we 
may build up our cutter equipment and have all of them 
well made. This first cutter may contain twelve tooth 
spaces and it will answer our requirements at present, 
but we recommend twenty to thirty tooth spaces for most 
cutters as a fine tooth cutter will cut much smoother than 
a coarse one as used in a watchmaker’s wheel cutting at- 
tachment. 

Assuming that we have the tooth spaces filed in the 
cutter blank shown at C, then we may remove it from the 
arbor and harden by heating to a cherry red and quench- 
ing in cotton-seed oil. Then we may proceed to lap it 
smooth and of uniform thickness throughout. We will 
do the lapping on a cast-iron lapping plate and use flour 
emery and a small amount of oil. By making frequent 
examination and measurements with a micrometer caliper, 
we may determine when the cutter is of uniform thickness. 
When we are satisfied that the proper conditions are at- 
tained, then we may mount the cutter on our wheel cutter 
arbor and proceed to mill the tooth space in our pinion 
cutter blank. 

The index circle on most American lathes contains 60 
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holes, so we may use this circle to obtain the correct 
number of divisions in our pinion cutter. We may mill 
20 tooth spaces by counting every third hole. The cut- 
ter as mounted on the cutter arbor should be set to cut 
the tooth space exactly radial with the center of the cutter 


10" 


Fig. 3 


blank. Then we may proceed to mill out the tooth spaces. 
We must not attempt to mill out the entire spate at one 
cutting; it is much better to make two or three cuttings 
of this operation as we will obtain a cleaner cut space in 
this manner. When all the spaces have been properly 
milled out then we may remove the cutter and harden as 
previously described. 

Sometimes it is advisable to draw the cutter to a light 
straw color, but we usually use them as hard as possible. 
In tempering we brighten one side and lay the cutter on 
a flat piece of sheet copper and hold the sheet over a flame 
so that the heat does not strike the cutter directly. Quench 
in water as soon as the desired color is obtained. Then 
lap the cutter flat on each side and of uniform thickness 
as previously described and it is ready for use. Properly 
made milling cutters should be “backed off” to produce 
the proper clearance angles. In the watch factories or 
any place where large quantities of whéels and pinions 
are made, this is invariably done. However, to “back off” 
a cutter properly requires the use of special attachments 
for the purpose, and furthermore, we do not believe such 
attachments are available for the watchmaker’s lathe. 
The methods we have described will produce cutters quite 
suitable for the occasional job of wheel or pinion cutting 
required by the watchmaker. 
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DENTIST 


Dentists in every state in the union 
use our Dental Golds and send their 
precious metal scrap to us for refin- 
ing. We are indeed proud of the 
confidence placed in us by the dental 
profession and those jewelers who 
have entrusted their scrap to Spyco. 


Gather up your old jewelery, filings, 
and sweepings today and send them 
in. Our check, representing full val- 
ue, will be mailed to you promptly. 
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@ Dica crucibles are made of the most heat re- 
taining materials and are uniform in composition. 


@ They do not crack when heated or cooled. 


@ You will find them convenient as they are de- 
signed with the correct pouring angle. 


Ask your dealer. 


BINNEY & SMITH CO. 


41 East 42nd Street, New York, N. Y. 
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gets preferred attention 


We can’t get blood from a stone, 
but we'll get and remit the most 
value from your scraps. Prompt 
returns consistent with accuracy. 
Free shipping containers on re- 
quest. We will hold your values 
intact for approval of our offer. 
Try Hoover! 


Your values returned if you are not satisfied 
and so notify us on receipt of our remittance. 


HOOVER & STRONG, INC. 


119 W. Tupper St., Buffalo, N. Y. 
Golden Rule Refiners and Manufacturers Since 1912 























Assuming that we have 
completed the making of our pinion cutter, how shall we 
proceed to make a simple ratchet wheel? 


Answer—We will select a flat piece of steel of suit- 
able thickness. If it happens to be a bit too thick, we 
may dress it to the correct thickness. We will saw it 
out roughly to the dimensions required, then file it flat 
on one side, and make a square hole in the blank to fit 
the barrel arbor. This may be done with a small square 
file, but a more workmanlike method will be to make a 
suitable square punch with a slight taper. ‘Then we can 


WL 


My 





Fig. 4 


file out the hole to the approximate size and use our taper 
punch to finish with. 

Our next operation will be to select a cement brass as 
large or a trifle larger in diameter than the finished wheel 
will be. ‘The cement brass should be faced off flat and 
true, and a small “boss” or post turned in the center to 
fit closely the square hole in our wheel blank. ‘The “boss” 
need not project any further than the thickness of the 
wheel blank, as it is simply for the purpose of centering 
the wheel. We may next soft solder the wheel blank to 
the cement brass and we are ready for the wheel cutting 
operation. Our wheel cutting attachment should be set 
so that the pinion cutter will be exactly on “the line of 
centers.” 

Assuming that we wish to cut 30 teeth in the ratchet 
wheel, we may use the index on the lathe head for mak- 
ing the proper number of divisions by counting every hole 
in the index. We should not attempt to cut out the en- 
tire space at one operation. It is better to make two or 
three cuttings and compare with the old wheel until we 
are sure that the correct depth is obtained. “Then we may 
remove the wheel from the cement brass and harden and 
temper it. ‘To harden the wheel, we should first be sure 
that all soft solder is removed, then cover the wheel well 
with soap. Heat to a cherry red and quench in cotton- 
seed oil. If the soap has been applied properly the wheel 
will be a dull gray color after hardening and will be 
easily polished. 


To temper the wheel, place it on a clean piece of 


copper, or, better still, have a small box of white sand 
for such purposes. ‘The copper is only suitable for flat 
steel pieces, while the white sand may be used for all 
kinds of irregular shapes. Furthermore, when we use the 
white sand for drawing the temper on small steel pieces, 
it is unnecessary to brighten the particular piece we wish 
to draw. We can simply have a permanent flat “color 
piece,” to place on top of the sand. This is especially 
advantageous in the case of fragile, irregular shapes, which 
must necessarily be handled carefully when they are hard 
and brittle. To resume the tempering: the wheel should 
be drawn to a purple or dark blue color. We may finish 
the wheel suitable for ordinary requirements by using 
bristle brush and rotten-stone on the polishing lathe. If 
a very fine finish is required, we would form a box-wood 
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lap to fit the spaces cut in the wheel, then apply Vienna’ 
Lime and alcohol to the lap and a very smooth, highly 
finished surface may be obtained. The wheel may be fin- 
ished on the flat sides, by lapping smooth on a cast-iron 
lapping plate with fine flour emery and oil. It should 
then be thoroughly washed in benzine to remove all 
traces of emery powder. 

Next, it should be lapped with oil-stone powder and 
oil on a smooth cast-iron lap. The second lapping opera- 
tion should produce a very smooth, dull gray surface 
which is easily polished. The polishing may be done on 
a box-wood lap with Vienna Lime and alcohol. All of 
the above lapping and polishing operations may be done 
by hand; the wheel should be given short circular mo- 
tions, and merely pressure enough to insure proper con- 
tact with the lap. The success of all flat polishing opera- 
tions depends on the thoroughness of each operation. The 
rough lapping should remove all file marks or graver 
marks. The fine lapping should remove all marks pro- 
duced in the rough lapping. Likewise, if the fine lapping 
is properly done, it will make a very simple operation of 
the polishing. Flat polishing of steel is an art, but if 
attention is given to the above details, there is no good 
reason why the ambitious student should not be able to 
produce a brilliant finish on a flat wheel. 

Saw-toothed ratchet wheels, such as are used in key- 
wind watches, may be very easily made. Our first step 
will be to make the blank as described in making the 
wheel for this purpose, but we must first anneal the steel 
regular ratchet wheel. We may often use an old ratchet 
to make it soft, so that we may work it without injuring 
our cutting tools and pinion cutter. 


4d 
W sser-encvealing - 


is quite suitable to use in such cases. Simply heat the 
steel to a cherry red; then take a pinch of sawdust and 
“salt” the piece of hot steel. Immediately upon removal 
from the flame, the sawdust will glow red and “spark” 
as soon as it comes in contact with the red hot steel, but as 
we continue the “salting,” and as the steel gradually gets 
cooler, it will reach a point where the sawdust will no 
longer “spark,” but will simply char when it comes in 
contact with the hot steel. When the steel reaches the 
temperature, it should be immediately quenched in water. 
Steel, which has been properly annealed in the above 


manner, will be absolutely soft and may be very easily 
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worked with any form of cutting tools. As a matter 
of fact, die-sinkers use this method of annealing to pre- 
pare the blanks for engraving. 

Assuming that we have our blank properly annealed 
and sized, our next step will be to make a square hole 
in the blank to fit the barrel arbor. We may do this in 
the same manner as described for making the square hole 
in the regular ratchet wheel. Then we may turn up the 
cement brass with a small “boss” on it to engage the 
square hole. The blank should be filed flat, and clean 
and then soft soldered to the cement brass, and we are 
ready for the tooth-cutting operations. 

To cut the teeth for a ratchet-tooth wheel, we shall 
require a cutter having an angle of 60 deg. (included 
angle) and having the teeth or cutting edges formed 
on the edge of the cutter, but not on either side of the 
cutter. 

By the way, it appears pertinent at this point that we 


(Turn to page 95) 
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AMERICAN MADE 
WATCH OIL 


Nye prepares a special oil for weist 
watches 
Order from Your Jobber 
WILLIAM F. NYE, INC. 
New Bedford Mass. 
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A complete line of Rebuilt ELGIN, WALTHAM and 
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HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
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Paneving burnt lacquer. 


Kindly give us directions for a satisfactory method of 
removing burnt lacquer from the backs of stones in a 


stone set watch case. (Question No. 4844) P. H. S. & Co. 


Answer—In regard to your burnt lacquer on the 
backs of stones in your stone set watch case, we assume 
that this happened when you soldered a joint or some 
part of the case. Now, if it is at all possible we would 
suggest that you cover the stones with boracic acid, which 
js used as an anti-oxydizer, providing the stones can be 
heated sufficiently to burn the lacquer completely. 


Diamonds, synthetic sapphires and rubies can be 
treated in this manner and also a few other stones. Any 
such stones that can be heated sufficiently to burn off 
the lacquer may be protected with the anti-oxydizer then 
the watch case can be pickled as usual, scratch brushed 
and repolished. With the proper amount of pickling 
and scrubbing no lacquer should be left on any part of 


the case or stones. 
Sten 


I have been having considerable trouble of late with 
potassium cyanide. I recently bought some new cyanide 
and every time I immerse articles in it a gray spotted 
deposit seems to have taken place. 

After an article is immersed in the cyanide the article 
is thoroughly washed in running water, dipped in pure 
wood alcohol and dried in box-wood sawdust, and when 
removed from the sawdust it has a dull gray appearance. 
The druggist from whom I obtained the cyanide claims 
that it is new. Could you suggest the probable cause and 
remedy of the trouble? (Question No. 4845) C. D. C. 


Answer—lIn regard to the trouble you have been hav- 
ing with potassium cyanide, it is not very likely that the 
trouble is with the cyanide, although for such purposes 
we prefer sodium cyanide. We are of the opinion that 
your trouble is more in the articles you are cleaning than 
it isin the cyanide. For instance, articles that have been 
tarnished for some time will become pitted. In a case 
of this kind your cyanide will remove the tarnish but 
nothing whatever will make the article look bright again 
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unless it is buffed or otherwise finished as originally. 
Cyanide in either the potassium or sodium salt performs 
no function except to remove the tarnish, which is hydro- 
gen sulphide. It will not restore an absolutely bright 
surface unless the tarnish is very recent and light. We 
would also suggest that after you remove the articles 
from the cyanide solution that you rinse them in cold 
running water. Do not under any circumstances rinse 
them in hot water when they are removed from the 
cyanide as this is liable to stain them. After rinsing with 
the cold water wash them thoroughly with soap and 
water. Then rinse in cold water and finally in hot 
water. Dipping in alcohol of any kind performs no 
function whatever except that articles will dry quickly in 
box-wood sawdust. A final hot water rinse and drying 
in box-wood sawdust is practically as good as using the 
alcohol and takes very little more time. 


Prating problems. 
1—Can a chrome-plated wrist band be replated with a 
14 kt. yellow plating without removing the chromium? 
What is the best way to proceed? 
2—One often finds the feet and handles on the old 
style mantle clocks are rusty and unsightly. Is there 
an easily applied and cheap dip to gild these parts? I 
have been daubing them with bronze paint but would 


prefer a dip. (Question No. 4846) T. L. F. 


Answer—1—You will be able to make a much more 
satisfactory job of your chromium plating wrist band 
if you remove the chromium before attempting to gold 
plate it. Hot C. P. hydrochloric acid will quickly re- 
move the chromium without injuring any of the other 
metals. Then scratch brush and clean your band and 
plate it in the ordinary manner. 

2—If you wish to turn out a first-class job on mantle 
clock trimmings you will find that it is cheaper and much 
better to gold plate them. If you wish to clean them 
properly you have to scratch brush them on a lathe using 
brass wire scratch brush and soda water solution. Any 
lacquer that is present should be removed with a hot 
potash dip. The regular Roman gold coloring solution 
is excellent for coloring such pieces. ° 
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Horological Questionnaire 
(From Page 91) 


should have a thorough understanding of the proper des- 
jgnation of angles. When we speak of an angle of 45 
deg., we may think of a right-handed triangle, such as 
are used by draughtsmen. However, we may express this 
same angle as “an included angle of 90 deg.” This means 
that a line drawn exactly through the center will be at 
an angle of 45 deg. with the base line; hence, “an in- 
cluded angle.”” Consequently, if we speak of our ratchet 
tooth cutter as having “an included angle” of 60 deg. it 
is apparent that a line drawn through the center of the 
drawing will show an angle of 30 deg. between the 
center and the edge of the cutter. It is simply a matter 
of understanding the terms used. 

Fig. 4 shows, respectively, the edge view and top-face 
view of our ratchet tooth cutter. The cutter may be 
easily made in same manner as described for making 
the pinion cutter. We may use the cutter in which we 
filed out the tooth spaces by hand, with which to mill 
out the spaces in our ratchet tooth cutter. In this manner 
we may produce a perfect 60 deg. “included angle cut- 
ter,” which we may use for many subsequent operations. 

Assuming that we have milled out the spaces in our 
ratchet tooth cutter, then we may harden and temper it, 
and lap smooth on each side and of uniform thickness 
throughout. With the wheel blank and cutting attach- 
ment in position and index pin in one of the holes of 
the index circle, we shall proceed to cut the spaces to 
form the teeth. We should not remove all of the metal 
at one cutting, if we wish a wheel of nice appearance, 


although it is quite possible to make one milling answer 
the purpose, providing we attain the proper tooth depth. 

When the milling operation is completed, we shall 
remove the wheel from the cement brass and harden and 
temper it. Then we may stone the wheel flat and polish 
it if we wish, and it is ready for use. Compound wheels 
are usually cut as two separate wheels and then staked 
together. A minute wheel and pinion is a good example 
of such work and needs no further explanation. 

In cutting crown wheels or main winding wheels, 
which have two series of teeth, we should cut the teeth 
on the face of the blank first and then cut the teeth on 
the edge, as the burr thrown up in the first operation is 
removed in the second operation, leaving a perfect wheel. 
The teeth on the face of the wheel blank are usually 
cut radial with the center (but not always), and at a 
predetermined angle to mesh properly with the bevel 
winding pinion. 

In making bevel pinions having a male winding square, 
the square should be produced first, then the proper 
leaves cut and all shoulders finished as closely as possible 
before cutting off from the stock. In making a bevel 
pinion having a female winding square, we should pro- 
duce the square by drilling a hole in the blank of the 
same diameter as the square it takes (measured across the 
flat sides), and then drive a hardened square of the same 
dimensions as the winding square into this hole. We may 
then turn up a piece of steel rod and form a square on 
the end, so that we may drive the pinion blank on the 
square. Then the leaves may be cut and the shoulders 
turned and finished and we will be quite sure of having 
produced a perfect pinion. _ 
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The first article in the creed of business 
paper publishing is fidelity to the interests 
of the subscriber. Without the opportunity 
to serve there would be no business pub- 
lications. With this opportunity there is 
a constant challenge to better, fuller ser- 
vice. 
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"To Consider First the Interests of the Subscriber 





, comes the challenge and vigorously practises the consciousness of his important prospects. } 
1 the profession that the interests of the sub- Due to its intimate contacts in the industry § 
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The benefit is twofold: The intimate con- 
tacts, built upon faith of the subscriber in 
the integrity and purpose of this publication, 
permit a beneficial interchange of knowledge. 

The authoritative position which the publi- 
cation gains means that the advertiser finds a 
medium through which his messages may be 
transmitted with certainty and dispatch into 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
—_ 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. : 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 


Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





STENOGRAPHERS, BOO 
typists, clerks furnished, 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 





MELTER AND PRESS HAND wishes 
position; thoroughly experienced. Ad- 
dress “C., 7621,” care Jewelers’ Circular. 





OPPORTUNITY to prove my ability as 
salesman in your store is what I await. 
— “S., 7683,” care Jewelers’ Cir- 
cular. 





SALESMAN, watches; better retail trade; 
good following East and Middle West. 
— “N., 7636,” care Jewelers’ Cir- 
cular. 





WATCH MATERIAL CLERK, 18 years’ 
experience, desires employment; no ob- 
jection to location. Address “E., 7624,” 
care Jewelers’ Circular. 





YOUNG LADY, eight years’ experience 
in jobbing jewelry line, desires position 
as order and repair clerk. Address “C., 
7725,” care Jewelers’ Circular. 





WANTED, POSITION; credit manager, 
ten years with one firm, now employed 
but wish to make change of address. 
Address Box 4353, Jacksonville, Fla. 





AS RETAIL SALESMAN I’ve made 
money for others and am ready to per- 
form likewise for you. Address “O., 
7682,” care Jewelers’ Circular. 





YOU WILL BENEFIT by answering this 
ad if you happen to be in need of an 
efficient retail salesman. Address “R., 
7684,” care Jewelers’ Circular. 





NEW ENGLAND, NEW HAMPSHIRE 
preferred; watch, clock, jewelry re- 
pairer, engraver, 17 years’ experience. 
H. W. Knight, 15 Roger Ave., W. Con- 
cord, N. H. 





CAPABLE YOUNG MAN desires per- 
manent position as watchmaker; hard 
worker; will start for $15 per week; 
excellent references. Address “B., 
7266,” care Jewelers’ Circular. 


BOOKKEEPER, YOUNG LADY, 10 years’ 
wholesale and retail experience, taking 
complete charge of office including OC 
records ; excellent references. Add 
“B., 7706,” care Jewelers’ Circular, 





RETAIL SALESMAN, specializing watch 
sales and repair department, 4 “i 
connection with reliable firm; age 36, 
married; best reference. Address “Ww 7 
7653,” care Jewelers’ Circular, % 








WATCHMAKER and retail salesman, 12 
years’ experience; accustomed to wait- 
ing on the best class of trade and esti- 
mating repairs; best reference. Address 
“A., 7723,” care Jewelers’ Circular. 


SALESMAN, young man, married, thor- 
oughly experienced selling and credits, 
desires connection in Metropolitan areg: 
inside only; best_references. Address 
“M., 7643,” care Jewelers’ Circular, ia 








WATCHMAKER, ENGRAVER, desires 
change; experience, 25 years; married ; 
salary moderate; ew York, Pennsyl- 
vania, Ohio. Address “Z., 7698,’ care 
Jewelers’ Circular. 





CERTIFIED WATCHMAKEER ; all grades 
and sizes; go anywhere; have long ex- 
perience on railroad watches; might 
later buy interest in business. Leon 
Bryant, N. Reading, Mass. 





SALESMAN, with finest following Chi- 
cago, West, desires connection with 
platinum manufacturer or kindred line; 
good proposition. Address ‘“X., 7678,” 
care Jewelers’ Circular. 





WATCHMAKER, skilled mechanic, used 
to finest workmanship on Swiss and 
American watches; salary or percent- 
age; New York. Address ‘‘M., 7454,’’ 
care Jewelers’ Circular. 





HEAD WATCHMAKER, active, reliable, 
close timing, for 11 years in full charge 
of repair department; good references; 
New York City. Address ‘‘K., 17453,’’ 
care Jewelers’ Circular. 





WATCHMAKER, age 32, 13 years at the 
bench; railroad inspection experience ; 
expert on small bracelets; references. 
ee “G., 7465,” care Jewelers’ Cir- 
cular. y 





YOUNG MAN, 24, neat appearing desires 
position with wholesale or retail con- 
cern, anywhere; five years’ experience ; 
best references. Address “D., 7460,” 
care Jewelers’ Circular. 





YOUNG LADY, bookkeeper, stenographer, 
five years’ experience with manufactur- 
ing jewelry concern, full charge includ- 
ing stock records; references. Address 
” 7490,” care Jewelers’ Circular. 





JEWELER AND DIAMOND SETTER on 
platinum and gold, new work, special 
orders and repairing; willing to go out 
of town; best references. Address ‘“H., 
7673,” care Jewelers’ Circular. 





YOUNG MAN, neat appearing, desires 
position as assistant watchmaker and 
clockmaker ; four years’ store and bench 
experience. E. Adrian Steen, 3 Water 
St., Middletown, Pa. 





HEAD WATCHMAKER, with good ref- 
erences, desires permanent position 
with a prominent New York concern. 
— “B., 7711,” care Jewelers’ Cir- 
cular. 





SALESMAN, 18 years’ experience in 
South and Middle West, is seeking A-1 
jewelry or ring line; best_of reference. 
Address “E., 7709,” care Jewelers’ Cir- 
cular. 





SALESMAN, long experience, desires to 
represent high grade concern, New 
York City, Philadelphia, Baltimore and 
Washington. Address “F., 7710,” care 
Jewelers’ Circular. 


—. 


Al WATCHMAKER, 17 years’ experience» 
on high grade watches, desires perma. 
nent position; can furnish best refer. 
ences. A. Kleinberg, 333 Roebling St, 
Brooklyn, N. Y. : 


oe 





— 


HIGH GRADE WATCHMAKER desires ~ 
position in good store; can do plain en- © 
graving and some jewelry work if nec ~ 
crany. L. C. Davis, Box 484, Weston, ~ 

~ ee S 





—————. 


EXPERT ENGRAVER, diamond setter © 
and jeweler, also good watchmaker; 19 
years at bench; best of references 
married. Address “G., 7669,” care 
Jewelers’ Circular. 





JEWELER AND DIAMOND SETTER. 
age 36, 18 years’ experience; specialize 
in diamond setting; also do watch re- 
pairing; go anywhere. Address “D,, 
7666,” care Jewelers’ Circular. ; 





FIRST CLASS WATCHMAKER with be 
references, desires position with’g : 
concern; can take charge of repair de- 
partment. M. Werner, 1057 50th St. 
Brooklyn, N. Y. 





FIRST CLASS WATCHMAKER, plain en- 
graver, seven years’ experience, brea 
trained, 33 years old, married; best - 
erences. Address “A., 7497,” care 
Jewelers’ Circular. 4 





YOUNG MAN, 24, desires position in ree ~ 
tail jewelry store, in New York City; 
five years’ experience; best references. 
rn ia “A., 7618,” care Jewelers’ Cir- 
cular. 





WATCHMAKER, Swiss, 35 years’ experi- ~ 
ence in manufacturing and repairing; ~ 
specialty, small watches, repeaters an 
chronographs. Address “B., 7620,” care 
Jewelers’ Circular. 





TWO YOUNG MEN, diamond setter and 
engraver, wish permanent positions ; em- 
ployed in large Eastern concern; refer- 
ence; salary. George Coia, 1329 So. 6th 
St., Philadelphia, Pa. 





YOUNG MAN, 24 years, neat appearance, 
desires position with wholesale house; 
experience in wholesale and retail end; 
A-1 references. Address ‘“H., 7627,’ 


care Jewelers’ Circular. 








POLISHER AND LAPPER, all around 
man, rapid and accurate on gold watch 
cases; 14 years in last position, now 
liquidated; references. Herman Poppe, 
696 Franklin Ave., Brooklyn, N. Y. 





BOOKKEEPER AND STENOGRAPHER, 
over 10 years’ experience in jewel 
line; thorough knowledge all detail 
work ; capable taking charge ; references, 
a rea “F., 7665,” care Jewelers’ Cir- 
cular. 





HIGH GRADE WATCHMAKER, fine 
work on bracelet or large watches ; good 
salesman; good appearance; fine tools; 
references; percentage basis or salary. 
er 36-18, 29th St., Astoria, 





